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STYLE SHOWN IS DOUGLAS DUTCH BOY 


Douglas Announces 
A NEW $5 FALL LINE 


Here are the styles of tomorrow. A 
complete new Douglas Line that we 
believe to be the best $5 shoe-value 
in America. Styled for sales and 
priced for profits. 

The new Douglas $5 Line is built 
for your big market. And it’s backed 
by two lower priced and two higher 
priced Douglas grades to help you 
sell every customer that walks into 
your store. 


— QWL Douglas Shoe 


200 CHURCH STREET, NEW YORK 


Douglas Shoes have meant Qual- 
ity for over 60 years. Consistent na- 
tional advertising has made more 
people familiar with the Douglas 
trade-mark than with that of any 
other brand. 

Get the details on the aggressive 
Douglas Fall promotion. We will 
be glad to have our representative 
call or you can see the Douglas Fall 
Line at the following shoe shows: 


BROCKTON, MASS. 


May 28 to 31 
May 28 to 31 
June 5 to 8 


Dautas, Hotel Adolphus 
Seattie, Hotel Olympic 
Boston, Hotel Statler 


CINCINNATI 
Hotel Netherland Plaza, June 11 to 13 


Los ANGELES 


Hotel Biltmore June 11 to 14 


Dougiles hes been especially se- 
lected by the Men's Apparel 
Quality Guild to exhibit the } 
latest in shoe styles fo millions 
of visitors to the New York ' 
World's Fair. SF 


Ourer LEXI 


Company 


LANKERSHIM HOTEL, LOS ANGELES 
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S*WOU'LL Ride to the Fair But 
You'll Walk When You Get There” 
is the slogan that dominates the 
windows of the Geuting store this 
week, with magnificent panels of 
the New York World’s Fair murals 
and a display of walking shoes, 
practical for the purpose. 

In Philadelphia also, the Evening 
Public Ledger had a $100 Limerick 
Prize for the last line writer. 
Michael L. Grossman of West Phila- 
delphia won the “century” note for 
this limping limerick: 


Said a girl at the New York World’s 
Fair, 

“I wish I had brought an arm chair; 

These miles of concrete 

Are tough on the feet. . . . 

I'VE GOT ‘MUMPS’ IN MY ‘PUMPS, 
I DECLARE.” 


Merchants at a distance have a 
real opportunity of cashing in on 
“fair feet” by stressing the fact that 
new shoes need to be walked in and 
worked in for some time before the 
public goes to the Fair. By em- 
phasizing that point, every store in 


every town can sell easy-walking 
shoes, logically. 
ERVING GROSSMAN had the 
honor of being the first shoe com- 
mentator on the television program 


/ 


depicting the new styles of I. Miller 
& Sons, in the R. C. A. Building at 
the New York World’s Fair. It was 
quite an experience to see the voice 
and picture synchronized and it 
necessitated considerable ad-libbing. 

The Miller merchants, in conven- 
tion on Monday, prior to the Shoe 
Fashion Guild showing, were more 
in number and came from farther 
distances than at any previous style 
symposium. They spent the morn- 
ing at the factory, had lunch in the 
factory auditorium and took double- 
decker busses to the Fair grounds. 
Then were shown, on living models 
on a runway, the new shoes for the 
next season. Several hours later the 
Misses Rowe and Cooper were re- 
sponsible for the visible style show 
held in the Science and Education 
Division of the Health Building and 
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the young ladies were also responsi- 
ble for the perfection of the tele- 
vision show. Some 20 television ma- 
chines were needed to give the 400 
shoe men the thrill of saying that 
they were at the first shoe television 


performance in America. 
. . * 


CARL STENDAL of C. M. Stendal 
Company, Minneapolis, Minn., at 
the Biltmore Hotel, in New York, 
during the Shoe Fashion Guild 


showing, was chortling over the fact 


that his store hadn’t been burnt 
with open toes and heels and then 
remarked: “The shoe business is a 
funny business! This Spring, the 
shoes fit in black; they fit in blue; 
but they didn’t fit in Japonica.” 


EDWARD WOOLF, manager of 
the Family Shoe Mart in Alex- 
andria, Va., writes: 

“We, as small independent mer- 
chants, can hardly afford to cut 
merchandise as quickly as the Boot 
AND SHoe Recorper truthfully de- 
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scribes. But to be in the swim we 
must do as our ‘big brothers’; yet 
this is one case where big brother 
is leading us astray. Knowing this, 
we must still fall in line. I think 
the greatest fault lies with the chain 
and department stores. 

“If you can correct this type 
‘merchandising’ you would merit 
the thanks of the entire shoe in- 
dustry.” 


E, J. FANNING of Oak Park, Iil., 
says: 

“With many fine boys finishing 
school this year, I am prompted to 
look around to see what the retail 
shoe business has to offer these well- 
educated boys to attract them into 
the retail shoe field. 

“With many, or most of the re- 
tail shoe jobs paying from $15 to 
$25 per week, I believe you and I 
will admit, it does not attract the 
caliber of shoe men that is needed 
to put the fitting of shoes on the 
higher plane I believe it deserves. 


SS. 


“The objection voiced by most 
store or department managers is 
naturally that profits do not war- 
rant paying larger salaries than are 
now being paid. And with the 
styles changing so fast that size-up 
is impossible and profits still go- 
ing lower—it looks like something 
must be done now. 

“May I suggest that a concen- 
trated drive be put on to stabi- 
lize styles and increase mark-ups 
so that we may be able to pay more 
wages—and in turn prevent the 
salespeople from being organized 
by the unions who will, in turn, cost 
the retailer more than if he would 
do something for underpaid sales- 
people before it is too late. 

“I believe a flat 5 or 10 per cent 
increase in the selling price of shoes 
should be a fair goal to put the 
retail shoe on a profitable basis for 
all concerned.” 


WE had occasion to see an artist 
with a canvas and palette copying 















—You can't divide less money 
among the same number of peo- 
ple without cutting the average 


— * * #* 


—Civilization is the Business of Liv- 
ing. Culture is the Art of Living. 

* * * 
—"l take it as a matter of arith- 
metic that two and two make 
four and that costs make 


prices.” 
a 


—While experience is the best 
teacher, a man is a fool who 
cannot learn from anybody's ex- 
perience excepting his own. 


the color of the wooden platform 
that surrounds the Japanese Pavil- 
ion at the New York World’s Fair. 
Our curiosity compelled us to ask 
him details. He replied: “That 
Japonica color seems to me to have 
great possibilities. I’m employed by 
a group of couturiéres in Paris and 
I am sending them the American 
colors; because France is very ap- 
preciative of the American Way.” 

This brings us back to the histori- 
cal exchange of courtesies. George 
Miller of I. Miller & Sons went to 
the Paris Exposition two years ago 
and noted a color on one of the 
French Colonial Buildings that so 
pleased him that he got a copy of 
it, returned to America and launched 
Parisand. 





SKILL will always be at a pre- 
mium, no matter what a man’s age 
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may be. This conclusion is borne 
out by the findings of the Social 
Security Board. Its report shows 
that the man over 40 is the highest 
paid employee in the land. 

The wages of some 30,157,694 
employees were tabulated and 
showed that 2,360,775 in the group 
from 45 to 50 received an annual 
wage of $1,204 (which was the 
highest average paid). Men in all 
other groups, under that age, 
received an average wage of about 
$200 less. Naturally, these fig- 
ures do not solve all the prob- 
lems of the man 40. When 
he loses his job he finds it harder 
than does the man of 25 to get an- 
other job. Also, he is more subject 
to retirement. But the figures do 
show that the man over 40 is better 
off and more capable of taking care 
of himself than many believe. 


IMIAYNARD’S BOOT SHOP of 
Lewiston, Me., writes: 











“We enjoy your editorials more 
than any other shoe material we 
read and your views coincide with 
our own 100 per cent. Let us state 
right here—We want more honest 
shoes from our manufacturers. We 
care not for open backs and open 
toes. We value our reputation as a 
reliable store for fine fitting, com- 
fortable shoes. We must have honest 
shoes to maintain that reputation.” 


J. L. ALVORD of the Cantilever 
Shoe Shop in Bridgeport, Conn., 
says: 

“There is a growing epidemic of 
shoe conventions to show mer- 
chants ‘the new things’ in footwear. 
If he orders them, he is likely to 
see advertisements of a new ‘new 
thing’ before his order is delivered. 
It is now the custom to have a new 
creation about as often, for women, 
as their hats change. Who can keep 
up with it? It is beyond reason to 
change into, and so often, to such 
radical coverings for human feet. 
Shoes should be taken more 
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seriously by, and presented in a 
more wholesome manner by the de- 
signers and manufacturers. 

“No stock on shelves is worth a 
‘hoot’ once the fad is over. 

“A store, dealing conscientiously 
in shoes and their fitting, is going 
to be pushed into the ‘swamp’ if 
this continues. The trend of the 
past year or two is a ‘fitting crime,” 
for what people need is (if any- 
thing) wearable shoes, not a hand- 
ful of straps. 

“We certainly hope your efforts 
can bring some good results. Of 
late some retailers have voiced their 
dismay but no one wants to be first. 
It will be interesting to hear of the 
proportion of those who want things 
‘as they are’ and those who would 
like something more dependable.” 


LIBERTY SHOE COMPANY of 
Corning, N. Y., tells us: 

“It is time for the retailer to in- 
sist on getting back into fitting 
shoes. The manufacturer knows by 
now that open shoes are not wanted 
by the average customer.” 


LITTLE MISS MUFFET 


Little Miss Muffet, she sat on a tuffet 
Intending to try on a shoe, 
She grew tired and dizzy for salesmen 
kept busy 
Without even, “How do you do?” 
e > - 
She sat and she waited, ungreeted be- 
lated, 
But no one approached her, poor kid! 
“If someone would merely say, ‘Sorry!’ 
*twould cheer me!” 
Said Muffet, but nobody did! 
a . 
At last she revolted, she rose and she 
bolted, 
Then someone said, “Something for you?” 
“NO, nothing whatever,” screamed Muf 
fet, “NO NEVER! 
['m going, I tell you, I’m through! 
> 7 . 
“Next time, you dumb critters, you life 
less shoe fitters, 
When someone comes into your store, 
Say, ‘Howdy, be seated!’ for properly 
greeted 
Nobody is apt to get sore!!!” 
—J. Edw. Tufft 


Mi, BARTELL of Brotan’s, Endi- 
cott, New York, says: 

“Contrary to the general con- 
tention, labor conditions and new 


working hours have aided the manu- 
facturer. The retailer is now faced 
with greater merchandising prob- 
lems. We are now forced to buy 
95 per cent of our shoes in advance. 
The days when a retailer could 
order shoes as needed, are gohe for- 


ever. 








BRUSSELL WERNER of Werner’s, 
San Francisco, paid a friendly visit 
to the New York World’s Fair and 
said: “You've got something there 
but it takes such a lot of walking 
to get around it. And I want to 
salute New York on the biggest fair 
in all history. But you really need 
to come out to Treasure Island in 
San Francisco Bay to see the ‘Jewel 
of the Pacific’ in a setting of light 
and color and friendly weather.” 
He added: “I have traveled for 
four weeks through the country, 
visiting shoe stores in Texas, the 
deep South and up the Atlantic sea. 
board and it is the most liberal edu- 
cation that a man can have in the 


“Just to prove I'm not sore a ye 
en 


going to start you off as Vice Presi 


+t 
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progress that must come in mer- 
chandising—and which you can best 
get by swapping ideas with other 
men in the same craft, for this is in- 
deed a friendly family in every state 
in the Union. 

“So my advice is—take in both 
the Fairs and dozens of other cities 
in between—for travel broadens 
and brightens.” 


eJOHN LAYCOCK of Hanan & Son 
was being congratulated by a group 
of shoe men at the show for another 
“first.” He was the pioneer in the 
bootmaker oil boom and saw the 
hand-staining process in _ stores 
sweep the nation. He started it on 
Broadway two years ago. 

About six months ago he got an 
idea of a single piece upper in a 
flexible sole, welt construction and 
sprung it in the same store in the 
same way. Within a week he knew 
that he had a rip-snorting style and 
was keeping the wires busy trying 
to get shoes to cover needs. During 
the month of May at least a dozen 
other stores in New York are pro- 
moting the same type of shoe and 
“going to town.” 

So, for that reason, the little 
group saluted him. 








r getting kicked out of college, son, I'm 


in charge of Maintenance Operations.” 








PRESTIGE And PROFIT 


In Co-ordinated Accessories 


A Well-Organized Department in the Shoe Store 
Will Aid the Customer in Selecting the Right 


Handbag, Gloves, etc... to Go with Her New Shoes 


Lovely Evelyn Keyes, now appearing 

in Paramount’s “Union Pacific”, tries 

on one of Willys of Hollywood's 

latest hoisery creations, for evening, 
the La Net No. I 

by 

FRANCES CAMPBELL 

Los Angeles Accessory Authority 


THERE are only two parts to a woman’s ward 
robe—her basic dress and her accessories! 

How utterly ridiculous it would be for her to 
buy a left shoe in one store, then attempt to 
match it with a right shoe in a second store. It 
is just as ridiculous for her to be forced to 
match her accessories in this manner. 

Accessories—shoes, bags, belts, hosiery, lapel 
ornaments and gloves—are a unit and should 
be purchased as such. They should not be a 
badly chosen assemblage of single items. Shoe 
stores are in an excellent position to render their 
patrons an unusual service in accessory selec- 
tion. In so doing, a far-sighted store manage- 
ment is bound to reap considerable benefits in 
increased store traffic and a much greater dollar- 
per-person buying habit. 

When a woman has decided on her suit, gown 
or even slack outfit, her next important choice is 
shoes, so she naturally goes to the shoe store or 
department which she believes will render her 
the best service. Because shoes are the basis of 
accessory co-ordination, a shoe store should be 
the logical purchasing center for the complete 
accessory wardrobe. 

For many years every shoe store has main- 
tained a hosiery department. A second develop. 
ment has been a hand bag business of substan- 
tial volume. To these, in many stores, have been 
added belts, gloves, costume jewelry, lapel orna- 
ments and in some cases leather hats—all suit- 
able merchandise for an up-to-date shoe store. 

Make it possible for a woman to accessorize 

[TURN TO PAGE 40, PLEASE] 





Nautical Accessories enliven this 
basic slack suit. Shoes from Joyce, 
Inc., scarf from Boughton Studio, Belt 
from Frank I. King, Cap from Valby. 
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DOWNTOWN CLASS 


MIANY cities like Cleveland, Ohio, have experienced 
a retail growth in the suburbs—a trend of taking the 
merchandise to the people. While “downtown” still 
remains the hub of the wheel, there have been many 
small stores springing up along the spokes and on the 
outer rim of the trading zone. And to protect their 
interests against this competition, the large downtown 
institutions have also opened branches in the suburbs. 

In the average metropolitan area there is a marked 
difference between the classy “parlor” store of down- 
town “main street” and the little outlet of the resi- 
dential zone. Very often the suburban retailer has 
traded almost entirely on “convenience of location” 
with the result that his store has been of the plainest 
in design and layout. He has not felt called upon to 
compete on style, comfort and atmosphere in the store 
itself. Now all this is changing. 


THE Stone Shoe Company, Cleveland, which cele- 
brated its 75th anniversary last year, offers an out- 
standing example of the new trend to better suburban 
stores. This company at one time operated several 
stores in the downtown area of Cleveland. Today, the 
downtown business is concentrated in one large store— 
one of the largest individual shoe stores in the country. 
That store exemplifies the last word in “parlor” class 
and atmosphere. 

For several years the Stone Shoe Co. has also oper- 
ated a large store at East 105 Street and Euclid Ave- 
nue, a crosstown shopping district which is a veritable 


This new store of the 
Stone Shoe Company is 
cleverly departmentized 
with the women’s section 
on the right and the men’s 
to the left. At the rear is 
the children’s department, 
bovs on one side and girls 
on the other. 


IN THE SUBURBS 


Making a Bid for Suburban Business, The 
Stone Shoe Company, Cleveland, Ohio, Opens 
Modern Store with Every Service Facility in 


Lakewood, Exclusive Residential District of City 


secondary downtown. Two years ago this store was re 
modeled to put it in the modern class. The company’s 
[TURN TO PAGE 37, PLEASE | 


Attractive and colorful is the exterior of this new store. 
The Neon sign in gold, rose and blue stands out night 
and day against the black vitrolite front. 
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Get Down 


SUCCESS in any endeavor is generally made up of 
many small jobs well done. Even a seemingly spec- 
tacular success has a foundation of preparation; it 
seldom happens otherwise. A successful Summer selling 
season is made up of a succession of timely, pertinent, 
well-executed promotions throughout the entire season. 

In far too many shoe stores today, the only selling 
incentive considered seems to be the NEWNESS of the 
shoes—and they grow old to the store, and those who 
show them, far quicker than they do to the customers 
who buy them. 

In Spring there’s a big concentration on the brief 
pre-Easter selling, followed by a half-hearted anti- 
climax; the newness has worn off and store interest 
lags. This despite the demands for Spring shoes by 
many customers AFTER Easter. 

Then Summer shoes arrive and their newness begets 
another promotion spurt. So advanced is the promo- 
tion of summer shoes, and generally so brief, that the 
woman editor of a national woman’s magazine com- 
plained, “There’s something basically wrong when 
you’ve got to buy your Summer shoes before you even 
know what your Summer plans are to be.” And added, 
“Most shoe men act as though Summer was just a long 
dry spell between Spring business and Autumn busi- 
ness.” 

After this Summer shoe spurt, the store’s interest 











To Brass Taeks 
To Sell MORE Summer 


Shoes 








languishes, and the most active period of all the year. 
when people play more, travel more and need more 
shoes for a greater variety of purposes, becomes the 
period of least selling effort in most shoe stores. Prac- 
tically the only buying appeal is cut-price, usually fea- 
tured in a manner indicating the store’s feeling that 
the desirable features of the shoes have vanished. Hav- 
ing done this, the retailer wails that clearance sales are 
losing their appeal—women want only new styles! 


WHILE women have been learning to buy their shoes 
for costumes and occasions, and to get them when they 
need them, the shoe store has clung to the ideas of yes 
terday. With two-thirds of the Summer yet to go, sale 
signs and sale prices brand shoes that would other 
wise be new and desirable to many prospective cus 
tomers, as close-outs, without style merit. 

Under the caption “A Little More Order—A Little 
More Profit,” Arthur D. Anderson, Editor of Boot anp 
SHoe Recorper, said in part, in a recent editorial: 
“If, by some miracle, we could level off the speculative 
bulges and evolve some regular, orderly system of mak 
ing and marketing shoes, we would develop a race of 
business men rather than merchandise gamblers. . 
The American fever of competition by volume is per- 
haps a great stimulation to ambition and enthusiasm, 
but it also begets non-profit practices, clearances and 
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Lengthening the Summer Selling Season by Deferring Clearance Sales 
on Summer Shoes, Supplemented by Intensive Promotion During the 
Season, Seen as Basis for More Profitable Summer Operation 
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This ad layout can be used 
for effective promotion of 











STORE NAME white shoes during the wace 

















Why not start by considering the customers who buy 
the shoes and the salespeople who sell the shoes, and 
do those obvious, simple things that will keep both 
interested ? 

Customers buy “use of shoes.” They buy style, ap- 
propriateness, comfort, service (sometimes). Different 
people are going to want different shoes for different 
purposes this Summer, the same as always. Why not 
study your customers, and plan a series of promotions 
to interest every group for which you have shoes? 
Instead of looking for a “world-shaker” or a super- 
tremendous idea that you think may startle the com- 
munity, do the natural, obvious things in an interesting 
way. They may be less spectacular but of more timely 
and pertinent interest to your prospective customers. 
Let advertising and displays say, in effect: “You want 
shoes for this purpose and that through the Summer. 

[TURN TO PAGE 38, PLEASE] 
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CUSTOMERS entering the new Joseph South 
Shore Shoe Salon, at 2350 E. 71st Street, Chicago, 
must certainly lose all sales resistance and bargain- 
ing power the moment they open the door. For a 
shopping trip into this newest Joseph store is more 
like a visit to a well-appointed modern home. It 
is a comfortable, dignified drawing room setting 
that has been created in this new store. The South 
Shore Salon was formerly located several doors 
away, and due to the increase in business since first 
opened for business two years ago, moved to the 
present larger and more luxurious quarters. 

The entire shop which can be viewed from the 
front entrance is divided into six separate units 
or individual living rooms. This scheme is created, 
not by walls or partitions, but by arrangement of 
furnishings. In the front division of the store there 
is a large circular column which serves as the base 
for a circular upholstered settee. This is lighted 
from the top by modern indirect and recessed light- 
ing fixtures. The central portion of the salon is 
divided into two rooms by a two-sided settee and 
recessed alcoves. These recessed alcoves, as are 
all corners and sections of the salon, are fitted out 
with settees, love seats, easy chairs, tables, lamps, 
and other occasional pieces, such as might be found 
in any tastefully furnished modern home. The rear 


AHEAD 
THE STYLE 


PARADE 


portion is furnished in a similar manner. Here, 
situated so that it can be seen from all parts of the 
store, is a three-sided mirror which reaches the ceil- 
ing. Not only is this an asset to the interior decora- 
tive scheme, but it is important in the service to 
customers, with whom it has proved immensely 
popular. 
view her entire ensemble from any angle affording 
her and the salesman an opportunity for better 
costume coordination. Full length mirrors are set 
in the walls along the front section of the store and 
in the central column. Since the shop carries a 
large stock of handbags, all of these mirrors are a 
valuable sales asset, giving the customer an exact 
picture of the relationship between bags. shoes, 
hats, belts, and other accessories. 


It is so constructed that a woman can 


EVEN the conventional salesmen’s stools are miss- 
ing from this salon. Ottomans and hassocks which 
match the furniture and are in keeping with the 
decorative scheme are used instead. Most of the 
shoe display is concentrated in the windows. A few 
of the latest styles are shown at scattered points in 
the store with special displays placed in recessed 
niches on either side of the mirrors in the rear. 
All stock is kept in a storeroom in the rear. The 
only other commercialized display is found at the 








That Success Formula Largely Explains 
the Progress and Expansion of the Joseph 
Shoe Salons, in Chicago and Its Suburbs, 
Whose Newest Unit is the Largest of the 
Group of Six Operated by Three Joseph 
Brothers. They Stress Individual Styles, 
Designed to Appeal to Particular Customer 
Groups, like the College Girl, the Career 
Woman and the Young Matron Types 


bag and hosiery counter alongside the entrance and 
across the front of the store. Here are displayed many 
bags which have been made to order to match Joseph’s 
exclusively styled shoes. 

The opening of this luxurious salon, now the largest 
of the Joseph Salon stores, represents but another step 
of progress in the amazing rise of the Joseph brothers, 


Above right—-This ad appeared in . 


the Chicago newspapers announc- 
ing the opening of the new South 
Shore shoe salon. 


On the opposite page—General 
interior view of new Joseph Shoe 
Salon, 2350 E. 71st St., Chicago, 
laid out to resemble a series of 
individual living rooms. 


Left—This circular settee which 
seats a number of customers at 
one time is at the same time one 
of the most striking features in 
the decorative scheme of the neu 
Joseph Shoe Salon. The handbag 
department is seen in the back- 
ground. 


Below—Customers in the neu 

Joseph Salon are fitted in the 

midst of quiet dignified furnish- 

ings such as might be found in a 
private home. 





Sou, 
On4 é in Seventy First 
oma Ise. 3 take Street 


TPs. Sadr, 


1629 Orrington Avenue 
544 North Michigan 


Irving, Louis, and Albert, to prominence in the sale of 
high-styled quality shoes. There are now six Joseph 
stores, two in Evanston, IIl., one in Oak Park, Ill, one 
at 544 N. Michigan Ave., Chicago, and one in La Porte, 
Ind. Although they all go by the same name, use co- 
operative advertising, and buy jointly, each store is in 
dividually owned and operated. 

Most of their success has come through their ability 
to keep up with and ahead of the styles. Although selling 
to all types of trade, their stores have a particularly 
large following among the college girl, career girl, 
debutante, and young matron types of customers. In 
advertising and promotion emphasis is never placed on 

[TURN TO PAGE 42, PLEASE] 
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Shoe stores everywhere will 

feature footwear for W orld’s 

Fair travelers in their ads 
this Summer 


Novelty Styles and Conservative Trends 


Seen in Shoe Ads 


BRETAIL shoe advertising this season appears to be 
advancing simultaneously in opposite directions. 
While many stores are playing up extreme innova- 
tions in design, materials and constructions, others 
lay their advertising emphasis on styles and types 
of shoes that reflect a distinct reaction from the 
prevailing trend toward style extremes. And curi- 
ously, yet significantly, it seems to be the so-called 
“high style” establishments whose advertising re- 
flects what looks like the beginning of a trend back 
to the conservative. 

Perhaps it isn’t such a paradox after all, when 
you stop and think about it, that stores like Saks- 
Fifth Avenue, in New York, are running large space 
newspaper advertisements featuring closed toe shoes, 
and shoes of such staple colors and materials as 
navy blue kid and calf and black patent leather, for 
classic designs and staple materials have a definite 
place in footwear of high quality, as they have in 
practically all kinds of quality apparel. Further- 
more, it is the function of fashion leaders to de- 
velop new ideas and styles that are different. In a 
period that has been characterized by extreme novel- 
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High Fashion Retail Establishments Stress the Claims of 
Classic Shoes as Foil to Season's Craze for Ultra Novelties 


ties, bordering on the fantastic, the unfailing desire of 
fashion creators for that which is different is more than 
likely to express itself in a trend back toward more 
conservative styles. 

Very likely that is what the world of shoe fashions 
is seeing today, and while the majority of stores are 
preoccupied with the problems incidental to selling the 
styles they have bought, some of which mark the peak 
of the prevailing trend, others are already setting the 
stage, through their newspaper and other advertising, 
for the style drama they plan to produce in the very 
near future. 

The Saks Fifth Avenue ad “So You Want Closed 
Toes?” which was reproduced on page 40 of the May 6 
issue of Boot anp SHoE RECORDER as one of unusual 
significance, proved to be the forerunner of a series, 
others of which carried such captions as “I Want Navy 
Shoes” and “Give Me Patent Leather.” It occasioned 
a lot of comment; in fact, no less a personality in the 
world of fashion than Mrs. Edna Woolman Chase, 
editor-in-chief of Vogue, referred to it in her address 


before the Shoe Fashion Guild last week and said she 
was informed, in response to an inquiry at the store, 
that this particular advertisement had met with a very 
favorable response, judging from returns and comments 
by customers. 


ASIDE from their fashion significance, these adver- 
tisements are interesting from the copy angle, pre- 
senting as they do a somewhat novel approach in which 
the customer talks to the store, and tells the merchant 
what sort of shoes she wants. Of course, that’s only 
a novel and different way of having the store tell the 
customer that it has what she wants, but these fresh 
treatments of a story we've all heard before impart to 
it a new interest that gets attention and makes the 
copy read. And that is what every shoe merchaat who 
spends good money to buy white space wants to make 

sure of doing—if he can. 
Naturally, the Fairs, East and West, are coming in 
for a lot of attention in shoe advertising and will doubt- 
[TURN To PAGE 40, PLEASE] 
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The Shoe Industry—Orderly and Profitable? 


ENDICATIONS are now for early openings in August 
—to test out this important new problem in shoe stores 
everywhere. What is the store going to do when the 
customer comes in and is shown longer, good-fitting 
lasts, closed toes and heels—when that same customer 
has been feeding her eye and her vanity with super- 
short shoes, with open toes and heels that added to the 
optical illusion? 

We have fed this public some dangerous poison— 
shoes two and three sizes shorter than the foot needs. 
The Summer, with its foot freedom, beaches and swim- 
ming pools, has also had some effect in increasing foot 
dimensions. What is it the French say? “To be smart 
—shoes must hurt a little.” Nevertheless, we are in for 
a retreat from “eye-footwear” and a return to “foot- 
footwear.” Yet, remember America never stands still 
—it never has and never will—these shoes will return 
again—improved and fitters. 

This is the season of remorse! Japonicas won’t fit, 
open toes and heels won’t sell. Now, for sackcloth and 
ashes, and just as sure as shootin’, we'll go too far in 
the other direction—because we are beginning to be an 
industry of great extremes. In fact, more gymnastics 
have been done in shoe styling in the last sixteen months 
than in the previous period of ten years. That doesn’t 
mean that color and line will not rise again for a pretty 
ankle will catch the eye if the shoe is clever enough to 
aid in streamlining it. 

The advance showings of next season's styles this 
past week have indicated closed heels and toes—and as 
yet no real individual beauty in new line and design— 
only reminiscences of some very simple, beautiful pat- 
terns that stem from pumps to step-ins to T-straps to 
oxfords . . . in their day, successes. Well enough to 
start a season—because after initial orders there al- 
ways comes the sweetening of the line as the season 
progresses. ; 

The important thing is to get shoes into the making 
orderly—because, after all, manufacturing time is 
shortened and delivery time is riding down the Summer 
heat. 

Remember, we manufactured an average of about 
400,000,000 pairs last year, the year before and the year 
before that; and even though ordering and making and 





by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


delivering was not as orderly as it might have been, 
the year’s shoemaking was up to the tremendous figure 
of 400,000,000 pairs. Somehow these shoes are con- 
sumed . . . the fitters, the non-fitters, colors and blacks. 
lt does show that the public still is pretty much on the 
side of the shoeman. Nothing in human wearables is so 
much for the money—and maybe—so little in trade 
profit. z 

There is, at the moment, great fear in the millinery 
industry, where women are going hatless—that can 
never happen in shoes. 

It is still May and next Winter’s snow is far away. 
There will be a need for orders and reorders, for shoes 
to be worn in the variable quarter—June, July, August 
and September. The important thing, however, is that 
we give the public a little better shoe, because as aver- 
ages go, we have graded down average prices too much. 

More effective selling at the fitting stool, more ef- 
fective selection by the merchant, more effective ad- 
vertising of better shoes will help but it has got to be 
made a year-round program, not just a flash promotion. 

There are four good rules to business—any busi- 
ness! First—Is it useful? Second—Is it efficient? 
Third—Is it economic? Fourth—Is it orderly?** We 
put a double star on the final qualification —Is it 
orderly ?—because there are indications that orderly 
shoe selling at retail is returning. We sense it in the 
fact that week-end sales, month-end sales, special weeks, 
anniversaries, “hot flash” promotions and hysterical ad- 
vertising adventures, have all flopped. They have lost 
their public interest. The public is ready for shoes al- 
most 364 days in the year—because you can buy shoes 
somewhere, some place every day in the year except 
Christmas. Now for the steady push of good shoes to- 
ward the consumer—the “dots and dashes and hot 
flashes” have been enough “profitless dessert.” 

Let’s get into the habit of looking at our shoe busi- 
ness as in the ratio of 90 per cent orderly and 10 per 
cent emotional—for in the past six months it has been 
decidedly the reverse. 
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Foot Rests are Nationally Advertised 


SEASON AFTER SEASON ... Millions of ads in six women’s magazines: 
Vogue . . . Good Housekeeping . . . The Ladies’ Home Journal . . . McCall's, 
The American Journal of Nursing . . . The Instructor (teachers’ magazine). 


TO YOUR CUSTOMERS... We repeat the story of style and comfort. 
FOR YOU ... Foot Rest magazine advertising does a local selling job. 
FEATURES .. . Spell comfort for customers, profitable repeats for you. 
STYLES . . . Unsurpassed for smartness, beauty, without the chicken look. 
FINE QUALITY ...In all our 69 years, has never once been lowered. 
IN STOCK ... 70 selling styles and materials. Write for catalogue. 
COMPLETE LINE .. . Flexible Littheways and Goodyear Wellts. All $3.90. 
DO NOT BUY... Until our salesman shows fall line. Write us. 


THE KRIPPENDORF-DITTMANN CO. 
CINCINNATI, OHIO 


All Styles $6.50 Retail 


Denver West $6.85 




















FOUR-SPOT COMFORT 
A—Heel cushion absorbs shocks 
B—Rolied Insole supports arch 
C—Metatarsal cushion aids poise 
D—Snug Heelast hugs the heel 








REsT CINCINNATI 





























CARMEL SNOW 






Editor of Hanrer’s Bazaar 












STRAIGHT TALK ON SHOE STYLES 


Shoe Men Attending Shoe Fashion Guild’s Fall Show Hear 
Frank Opinions From Editors ef Women’s Fashion Magazines 
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CARMEL SNOW: 


‘°T ODAY, I’m not going to go into the fashions—except as they relate 
to shoes,” said Carmel Snow, editor of Harper’s Bazaar, in opening her 
fashion talk at the noonday luncheon at the Biltmore, New York, May 10, 
in connection with the Shoe Fashion Guild Show. “But, I think it might 


be helpful to you to know exactly which shoe fashions Harper’s Bazaar 


believes in—and where we mean to put our emphasis this coming Fall. 

“I feel sure that the question of the bootie is in your minds, so I’m 
going to take that up first. We-will show the boot, of course. We couldn’t 
possibly omit it. But whether it will be generally accepted or not, I think 
is extremely doubtful. For over a year, Mr. Perugia in Paris has been 
showing me his bottines. He tells me that his smartest clients order them 
—but I have to confess that I have never yet seen any smart woman in 
Paris wearing them. If the French woman does not take to them easily, | 
don’t see why the American will. The best thing we have are our ankles 
—and these high boots cut the line of the ankle. And they are very hard 
to fit. 

“Of course, the high cut is quite another matter. | think there will be 
a great many high-cut, glove-fitting shoes worn with suits and coats all 
Winter long. I see pumps with a capital P, more popular than they have 
ever been. Our latest cables from Paris tell me that there will be many 
tight bodices with short, full skirts. [TURN TO PAGE 41, PLEASE] 
















EDNA WOOLMAN CHASE: 


$6 DARE say that you are expecting me to talk about the fashions of to- 
morrow, and especially, about the shoes of tomorrow,” said Edna Wool- 
man Chase, editor-in-chief of Vogue Magazines, at the Shoe Fashion Guild 
luncheon. “But what / want to talk about are the shoes of today. I want 
to plead with you to stop this promotion of the open-toed, open-backed 
shoe for street wear. 

“From the very beginning of this fashion | have felt that it was a dis- 
tinctly bad style—and I had hoped it would have an early death. 

“Now you know that it is becoming more and more fashionable for 
women to be self-supporting—and they usually make a pretty good job 
of it—-so I warn you, gentlemen, if you keep on skeletonizing footwear, the 
same thing may happen to you that has happened to the milliners. They 
carried their fantasies too far, so now numbers of young women are run- 
ning around the city without any hats at all—or else they twist a bit of 
net around their heads, stick a couple of fancy hairpins in it, and call it 
a turban. And maybe the milliners aren’t feeling pretty about that! 

“Well, who knows, gentlemen, you have gotten women almost barefooted 
now—and I won’t be a bit surprised if, some day, they just walk right out on 
you and shellac their soles and put bells on their toes and say “To —— with 
shoes!” And what will poor shoemaker do then? [TURN To PAGE 45, PLEASE] 
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Sales Chinchers! 


next man who buys a pair of shoes from you 
will in all probability select shoes with rubber heels. 


The reason is simple. Men like ’em! 


And if you offer him a choice between shoes fitted 


with either of the two heels pic- 
tured here, and shoes fitted with 
some other rubber heels, the 
chances are he'll take the pair 
with Goodyear heels. 


Again the reason is simple. Your 
customers trust the name Good- 


year for quality. They know that only the best look- 
ing, best wearing heels carry that name. 


Wide-awake manufacturers also know this. That’s 








THE 


Goodyear’s big magazine and radio 
advertising campaign is adding 
more thousands to the millions 
of friends already won by Good- 
year Heels, TAWPS* and other 
Goodyear shoe products. 


GREATEST NAME 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS 


why they equip their shoes with the Goodyear 


Custom or Wingfoot* heels, even 
though they have to pay more 
for them. 


They’re aware that these heels 
are sales clinchers for their shoes! 


*Trade-marks of The Goodyear Tire & Rubber Company 


THAN ON ANY OTHER KIND 
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WHITE SULPHUR SPRINGS, 
W. VA.—At the annual Spring meet- 
ing of the Tanners’ Council last week, 
officers and members of the staff ad- 
dressed members on a wide range 
of problems in the leather and re- 
lated industries. 

In his welcoming address, Harold 
Connett, chairman of the board, and 
president of Surpass Leather Com- 
pany, struck a note warmly endorsed 
by members. He pointed out that 
profits were the mainspring of enter- 
prise and that “no business enter- 
prise can be self-respecting if it does 
not aspire to earn reasonable profits.” 
A summary of Mr. Connett’s address 
was published in the Recorper of 
May 13. 

Merrill A. Watson, executive vice- 
president of the Tanners’ Council, in- 
formally discussed “The Changing 
Leather Business.” He viewed a de- 
velopment which he believed manu- 
facturers generally had not given 
sufficient attention. Referring to the 
existence of imperfect competition, 
and a shift of economic power from 
producer to distributor, he indicated 
the serious changes in the position of 
manufacturing industries, particular- 
ly the tanning and shoe manufactur- 
ing which supply consumers’ goods, 
that had been brought about. Ac- 
cording to Mr. Watson, in numerous 
instances the distributor dictates the 
price, style, and in many cases, the 
complete specification of the product. 

In one of the speaker’s references, 
he commented that tanners or shoe 





Merri A, Watson, Executive Vice-President of Tan- 
ners’ Council, Points to Shift in Economic Power from 
Producer to Distributor, and Says the Latter, in Many 
Instances, Now Dictates the Price, Style and Specifica- 


tions of the Product — Leather Men Conclude Session 





Sees Distributor As Dominant Factor 


manufacturers must be amused by 
the generalization, which has _ re- 
ceived considerable publicity, that we 
need more competition and more 
flexible prices in industry. Perhaps 
there are some industries where price 
rigidity and the absence of competi- 
tion are noticeable. These tendencies 
are certainly not apparent in the shoe 
and leather industries, where produc- 
tion is now averaging over 400 mil- 
lion pairs annually, and wholesale 
prices have fallen from $2.58 in 1929 
to $1.75 at the present time. He em- 
phasized that a careful examination 
of the specific conditions in each in- 
dustry is necessary before any such 
statement on industry policy can be 
made. 

Summarizing his conclusions as to 
the tasks of the industry in meeting 
the changing conditions in its mar- 
ket, the Council’s executive stressed 
the improvement in each company’s 
individual position, the necessity for 
adjustment to the new industrial 
background and the maintenance of 
fair trade practices. 

The Council’s economist, I. R. 
Glass, briefly discussed several fac- 
tors that have been prominent recent- 
ly in making hide prices. Although 
hide prices, he claimed, have long 
been known as exceptionally sensi- 
tive and volatile, the importance of 
price fluctuations in tanners’ raw 
material has become more important 
than ever. Mr. Glass pointed out that 
15 or 20 years ago changes in hide 
prices presupposed commensurate 
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MERRILL A. WATSON 


changes in the value of leather and 
the price of shoes and other leathe: 
goods. More recently, however, the 
development of fixed price retail mer- 
chandising has “set up a relatively in- 
flexible roof, while tanners’ costs 
continue to fluctuate violently. 
Squeezed between fluctuating costs 
and immovable retail prices, the in- 
dustry cannot afford to ignore any of 
the factors which determine hide 
prices.” 

One of the factors, according to the. 
Council’s economist, which has be- 
come increasingly important in the 
determination of hide prices, is the 
existence of a futures exchange. Such 
an exchange by virtue of its very 
existence has created “a hide market 
where tanners, as the ultimate users 
of hides, may not participate at all. 
and yet hide values can be tremen- 
dously influenced.” The speaker 
cited the fact that the principal 
changes in hide futures prices over 
the past year had apparently been 
chiefly influenced by developments in 
the security or other speculative mar- 
kets. It has become necessary for 
tanners to take account of Commod- 
ity Exchange developments as well as 
the conditions of their own business 
in appraising hide price trends. 

Edward L. Drew, the Council’: 
statistician, discussed a matter of con 
siderable interest t6 the trade. In ar 

[TURN TO PAGE 55, PLEASE 
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Charlotte Shoe Show Attracts Buyers 





Fall Footwear Displayed to Interested Merchants by South- 


eastern Travelers at Hotels Charlotte and Selwyn 
[Special dispatch to Boor AND SHOE RECORDER] 


Cc N. C.— The New York 
World’s Fair has cast an influential 
eye on the new Fall shoes, according 
to the exhibits at the South Atlantic 
Shoe Show held at the Charlotte and 
Selwyn Hotels in Charlotte, N. C., 
May 15, 16 and 17, when 66 exhibitors 
showed their wares to 400 shoe 
buyers. The show was sponsored by 
the Southeastern Shoe Retailers and 
the Southeastern Shoe Travelers Asso- 
ciation and attracted shoe men from 
Florida, Georgia, North and South 
Carolina, Tennessee, Virginia and West 
Virginia. 

The exhibition was directed by George 
Ledbetter, show chairman; Al. L. 
Bechtold, secretary, and A. S. Har- 
rill, entertainment. At the banquet 
which brought the shoe men together 
socially in the Hotel Charlotte ball- 
room, H. F. Oyass, of the International 
Shoe Company, St. Louis, Mo., made 
a talk on “Merchandising Hints for the 
Fall of 1939.” He advised the men that 
profit is a matter of turnover and bal- 
ancing the inventory. He told them to 
balance the inventory by the types of 
shoes, grades, sizes and widths and 
styles of shoes. “The most important 
thing,” he said, “is to get rid of one 
season’s shoes in the season in which 
they are bought and increase the size 
of the active stock. Keep the inven- 
tory in balance with the amount of 
business you do.” 

“The Changing Pattern of Retail- 
ing,” was discussed in an address by 
John F. W. Anderson, research editor 
of Boot AND SHoEr Recorper, New York 
City, who is making a study of repre- 
sentative cities to get a true picture of 
changes in the retailing of shoes since 
1989. He noted that there are about the 
same proportion of chain shoe stores 
to independent ones but that there are 
more failures in independent stores, 
showing that chains are managed bet- 
ter. “Carrying a branded line of 
shoes,” he said, “is becoming more and 
more important because the public de- 
mands it.” His advice to independents, 
to compete with the chains which sell 
shoes in the lower price bracket, is to 
have better service, better fitting, plus 
credit. 

As the shoe buyers walked through 
the exhibits in the two hotels, ordering 
and looking, they noted that conserva- 
tism has settled down over the new 
Fall footwear to such an extent that 
most of the fads and novelties of the 
Spring season have been squeezed into 
non-existence. Only a very mild ver- 
sion of the “Dutch Boy,” novelty heels 
and platform soles have been retained. 

It’s because of the fairs, both in New 
York and San Francisco, that the new- 
est shoes have lower heels than usual 
(for walking those tiring miles through 


modernistic buildings and educational 
exhibits), and don’t ride quite so high 
over the instep as the Spring shoes did. 
Thus the spectator pump is as good 
as ever. The ever-smart black will still 
lead the color parade. After black is 
brown, with a scattering of blue, green 
and shades of wine. The antique brown 
will be “the thing” in oxfords and 
Porte brown in the dress shoes wil! be 
a chic accent to a green ensemble. 

Seventy per cent of the Fall shoes 
will be suede, according to the men dis- 
playing their products. Not just plain 
suede, but suede in combination with 
alligator, kid, patent leather and 
grained leathers in such a manner to 
make an altogether charming outlook 
for the windy days of “Indian Summer.” 
One shoe man, Hyman Esserman, of 
Esserman & Company, in Rome, Ga., 
came to the Shoe Fair declaring that 
he wasn’t going to buy any suede, but 
came away with a neat little suede 
number, entranced with it, knowing 
that he could sell it, although his cus- 
tomers ask for anything but suede. 

S. G. Maxwell, of Columbia, S. C., 
who has just been transferred to the 
Belk Store there as manager of the 
shoe department, has a definite prob- 
lem in merchandising. He has the job 
of getting rid of all the novelty shoes 
with which the store is stocked and 
ordering new, more conservative shoes 
for his family customers. 

Although very little all-over patent 
leather was shown, some of the buyers 
were ordering it because, as they said, 
“We can sell patent and dark shoes 
even in the late Summer because they'll 
be treading the sidewalks at the fairs 
and because no one else will be selling 
them.” 

Some of the exhibitors, displaying 
for the first time in Charlotte, didn’t 
expect many orders, but most of them 
received more than they expected—a 
good sign for the Fall of 1939. 


Reopens Following 
Modernization 


San Jose, CALIF.—Prussia’s new and 
modernized store held their formal 
opening, recently, with an open-house 
program, including 2 musical program 
and attractive mannequins showing the 
new, smart styles. 

From the smart, new, purple vitrolite 
front and throughout the attractive in- 
terior, the store has been completely 
remodeled with new show windows, 
new fixtures and appointments. 

The store is under the management 
of David Fischer. Prussia’s has been in 
business for 36 years and is the oldest 
specialty shop for women in San Jose. 


Unusual Treatment in New 
Halle Department 


CLEVELAND, OnI0—The recently re- 
vamped and redecorated second-floor 
women’s shoe department at the Halle 
Bros. Co. store is a thing of colorful 
beauty. Gilbert Rohde, New York ar- 
chitect, is responsible for the color 
scheme both for the shoe department 
and the rest of the second floor. C. A. 
Wheeler, Inc., of Chicago, is responsible 
for the floor layout. Other departments 
on this floor, in addition to shoes, are 
devoted to piece goods, patterns, bed- 
ding and linens, and laces and trim- 
mings. 

Each department is given its own 
individuality in the color scheme, and 
yet the whole floor retains a harmoni- 
ous unity. There are 38 pastel colors 
blended into the total scheme and vari- 
ous decorative materials are employed. 
In the shoe department five types of 
grains and colors of leathers are intro- 
duced into the treatment of the walls. 
The leathers combine with gold wall 
paper and a wide expanse of clear 
white, all of which are complemented 
by a soft blue of the seating arrange- 
ment. Carpeting is in lavender and 
gray in mottled effect combined with 
brown, which provides sweeping bor- 
ders to accentuate the wall curves. 

A large circular fitting lounge is 
located just off the elevators in the 
edge of the shoe department. This is 
devoted to debutante shoes at $8.75. It 
is served from a hidden stock room 
nearby. The rest of the shoe depart- 
ment beyond, marked with curved wall 
and deep bays, is given over to higher- 
priced shoes and served from another 
hidden stock room. Colorful upholstered 
wall lounges and floor furniture, nove! 
spot displays, gun-metal fitting stools 
and floor mirrors, vertical wall lighting 
strips and other artistic touches make 
this a unique department. One of the 
most outstanding display pieces is a 
circular glass bar which is covered with 
genuine rawhide. 

The department has been enlarged 
as well as redecorated. Greatly in- 
creased display facilities are available 
in the new arrangement. Richard H 
Watt is merchandiser of the shoe de 
partment. 


Eber Takes Over 


Merman Store 

SANDUSKY, OHIO — Merman’s Shoe 
Store, here, has recently been taken 
over by Sol Eber. Mr. Eber was for 
merly in a partnership with Herman 
Erlen, who sold his interest to Mr 
Eber and returned to Elgin, Il. 

Mr. Eber comes from an old shoe 
family. His father, H. Eber, operated 
a shoe store in Ripley, Tenn., for about 
50 years. Recently he retired from bus- 
iness and is now residing in Memphis. 
Tenn. 

Sol Eber has had 17 years of shoe 
experience and looks forward to build- 
ing up a fine shoe business. The store 
is now know as the “Shoe Center.” 





FORECAST FOR OUR NEXT 
3IX MONTHS 


In advance of our fall catalog we are taking 
this means of giving you a few highlights 
of our fall styles in Roblee Shoes for Men. 

I think this preview will establish in your 
mind the idea that the style end of our busi- 


ness is On its toes. 


I am personally seeing to it that in dollar- 


for-dollar value these shoes contain a qual- 
ity of workmanship and material which is 
in keeping with the highest standards of 
the Brown Shoe Company. 

It is a line which you can sell with con- 
fidence and I hope you will seriously 


investigate its possibilities for your store. 


SHOEMAN, ST. LOUIS 











STYLES FOR FALL 
WILL BE FEATURED IN FULL-COLOR PAGES 
IN THE SATURDAY EVENING POST. 
LIFE AND ESQUIRE 
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THE.SATURDAY 
mo ML ST 


Roblee is becoming an old familiar 
name fast. Men are asking for these 
shoes, and the sparkling blue and red 
design is rapidly taking its place among 
other famous trademarks. The adver- 
tising campaign will continue in The 
Saturday Evening Post, Life and Esquire. 
The combined circulation is more than 
6,000,000. If we are to believe the sur- 
veys, the combined readership is 
35,000,000. Maybe that figure should 
be discounted—but anyway it is a lot of 





readers. A big slice of these readers are 
men in your Community—men who pass 
your store and who can be attracted 
into it for Roblees. 


REMEMBER — 
TWO GREAT FEATURES you can use at the 
fitting stool. Tread Straightand Air Step. 


PRICED FOR THE BIG Mass Market—$5 
to $6.50. 

All backed by the experience and re- 
sources of a 60-year-old company. 


i ish. Extra 
d Bootmaker hand-stained fini 
oxford. 


i m 
Tan Skigre ryle B- 571. 


heavy soles . 


Early Fall Promotion in Esquire and Life 


The five styles on this page will be featured in the Sep- 
tember Esquire, appearing August 15th and Life appearing 
September 15th. They strike at the heart of the big young 
men’s market from high school age up. They represent 
style news, which combined with Roblee comfort and 


wear features will bring customers into your store. 


Black Waxed 
Soles. Style B. 
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SHOES FOR MEN 


aft 


(IMlustrated from left to right) 











@ Tan ski wing tip lace oxford. Bootmaker hand- 
stained finish. Style B-549. 


@ Lustrous black calf lace oxford. Style B-510. 
@ Hunting tan calf lace oxford. Style B-101. 
@ Black calf skin, wing tip lace oxford. Style B-516. 


A college man—or a chairman 
of the board—and any type in- 
between—Roblee caters to all of 
them. Here are more conserva- 
tive fall styles that will be fea- 


tured in the September 9 issue of 


The Saturday Evening Post, on 
the newsstands September 6. 
Men will be asking for them. 
They are good styles to have in 
stock. 


UNITED MEN’S DIVISION—BROWN SHOE COMPANY, ST. LOUIS 
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DOWNTOWN CLASS IN THE SUBURBS 


first strictly suburban store, up until 
recently, was its specialized juvenile 
shop located at Shaker Square in the 
fashionable east side suburb of Shaker 
Heights. That store was one of the 
first in Greater Cleveland to present 
“downtown” class in the suburbs—and 
it went over. It has been doing a good 
volume of business ever since, which 
attests to the value of modern facili- 
ties. 


Family Shoe Store Projected 


Due to a frequently expressed desire 
of west side residents to see a Stone 
shoe store in their midst, J. Harold 
Roberts, head of the Stone organiza- 
tion, leased space in a new building in 
the center of Lakewood, Cleveland’s 
top-ranking west-side suburb. There, 
he opened a family shoe store on 
March 3, 1939, which set the people 
to talking, for in that suburban outlet, 
Stone Shoe definitely injected a brand 
of “downtown” class seldom seen in 
the residential districts. The welcome 
that the store received on opening day 
clearly demonstrated that the public 
appreciates buying environment as 
well as high-grade merchandise. 

The new Lakewood store, which sets 
up a high standard for suburban out- 
lets, is located at 15322-24 Detroit 
Avenue. Here we find excellent facili- 
ties. Not only is there a broad parking 
apron at the curb but there is almost 
unlimited parking space behind the 
store, reached by three drives. Patrons, 
after parking behind the new store 

» May reach the street conve- 
niently through an arcade. Since park- 
ing is quite a problem during busy 
hours, this is appreciated. 

The exterior of the new Stone shoe 
store has all the attraction of a smart 
'“downtown” shop which must bid for 
attention amidst universal color, light 
and glamour. The front is of black 
vitrolite with white vertical margins. 
A deep metropolitan-style entrance, fea- 
turing curved and angled glass, offers 
extensive display windows on either 
side. A valance of horizontal black 
and white stripes around the top 
borders harmonizes well with the ma- 

and color of the front. The 
tkground of the windows and all fix- 
except the chromium units, are 

of lacquered gumwood in light buoyant 
colors. Window lighting is all indirect 

d brilliant. 

Of outstanding prominence is the 

neon sign on the facade above the 
trance. This sign is over 3 feet high 

; pl nearly the full width of 

store. Block letters in gold spel! 

the words, “STONE SHOES,” 

four horizontal marking lines set 
the letters above and below. The 
r lines are in rose Neon. The next 
» lines are in bright blue. This 
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combination of colors is strikingly gay 
and not only shows brilliantly when 
lighted at night but presents an out- 
standing daylight sign as well. The 
colors of the metal sign beneath the 
necn tubing are well designed to show 
up in sunlight. 

The interior of the store offers all 
the upholstered luxury and parlor- 
softness of a fully-modern downtown 
shop. Complete family service is main- 
tained in the same room, but the store 
is definitely departmentized to pre- 
sent highest efficiency as well as quali- 
fying color and appeal to befit the age 
and sex of customer. 

The ceiling of this model suburban 
store is in white while the walls are 
in stipled apricot, fading and blending 








to a white near the ceiling. The floor- 
ing is of asbestos tile for easy walking 
and silent tread. Alternating oblong 
blocks of beige and black, each con- 
taining a splash of red, make up the 
checkered pattern while the main strip 
is of terra cotta. 

Open low-shelf stock sections, du 
Pont leather-upholstered lounges and 
seats, modernistic hanging lights, and 
both fixtures and woodwork in walnut, 
offer something of the general scheme. 
However, it is necessary to analyze the 
store step by step to bring out the inti- 
mate details which make this a true 
parlor shop. 

Entering at the front, we find our- 
selves in a reception area, somewhat 
divided off from the rest of the store 
by a beige lounge extended across the 
center. Another lounge in Chinese red 
flanks the left wall of this little recep- 
tion room, with a walnut writing desk 
adjoining it. Then, along the right 
wall, stands the hosiery department, 
service counter and cashier’s stand. In 
the center of the reception room is a 
circular magazine bar in Chinese red. 
Thus, the initial interior view of the 
store brings a feeling of comfort and 
refinement. The hosiery section is en- 
closed in a block of walnut display 
cases for the showing of hosiery, bags, 
buckles and footwear tie-ins. Wall sec- 
tion stock compartments are located 
behind. A girl is in charge of the ho- 
siery and cashier’s stand at all times. 

Leaving the reception area and mov- 
ing back, we find a dividing center row 





of lounges, bac« to back, which sepa- 
rate the women’s departments on the 
right and the men’s department on the 
left. Each department here has its 
individual color scheme, the upholstered 
lounges in the women’s section being 
in beige while those in the men’s area 
are in terra cotta. Each side has its 
own stock section running almost the 
full length of the room, so there is no 
reason for crossing from one depart- 
ment to another. Likewise, the close 
accessibility of merchandise means few 
steps and fast service. 


Individual Department Features 


In addition to the color differentia- 
tion between men’s and women’s de- 
partments, there are other individual 
features. For instance, on the women’s 
side the open shelf stock section is 
broken up by clubby lounge nooks with 
upholstered seats for one or two. The 
nooks are framed in walnut with a 
large circular mirror in the back. Here 
the customer may be fitted as well as 
on the lounges. Metal fitting stools and 
floor mirrors complete the picture. 

Along the men’s side we find the 
stock wall broken up by recessed dis- 
play niches, indirectly lighted, and with 
slanted mirrors in niches below. 

The section of the store devoted to 
men’s and women’s footwear is termi- 
nated by a cross lounge which marks 
the beginning of the juvenile depart- 
ment. This department also has a 
center dividing row of lounges back to 
back, presenting the girl’s section on 
the right and the boy’s on the left, co- 
ordinating with the women’s and men’s 
sides. The rear of the juvenile section 
is an artistic walnut barrier having a 
center door exit to the hidden juvenile 
stock room which lies beyond. On each 
side of the walnut barrier is a large 
circular mirror above which are the 
words “Boys” and “Girls” respectively 
to label the departments. In large block 
letters across the center portion of the 
barrier are the words, “Stone Shoes” 
which can be seen throughout the 
length of the store. 

The juvenile section is well distin- 
guished by its low lounges and seats 
and a gayer splash of color. For in- 
stance, while the center lounges are 
beige, the individual lounge across the 
rear corner of the girl’s side is in 
bright green and the corner lounge on 
the boy’s side is Chinese red. The 
youngsters have the same club-like at- 
mosphere as found in the rest of the 
store. Here, too, is the store’s X-ray 
machine for modern fitting, easily 
reached from any department. 

Walter Jehlicka, long connected with 
the shoe business in Cleveland and for 
the past several years with the Stone 
organization, was placed in charge of 
the new Lakewood store. 








We have the shoes that will fill the bill 
to perfection.” Then let your ads and 
displays emphasize and dramatize the 
desirability and appropriateness of the 
shoes in the most interesting manner 
possible. A quotation from Billy Rose 
in the New York Times Magazine 
reads: “Showmanship is a hard game. 
You must have something the people 
want, you must present it in a new 
way, and you must not hesitate to tell 
people you have the goods. In order 
to succeed in it you must never say die. 
But you must say a lot of things and 
say them good and loud, for without 
shouting, the best of shows may flop.” 


Keeping Salespeople on the Alert 

At the same time things must be 
done to help keep salespeople alert and 
keen all through those weeks when 
store service so often slows down and 
becomes careless and indifferent. The 
promotions that interest the customers 
in ads and windows also aid in sustain- 
ing the interest of salespeople—but 
both react favorably to THE RIGHT 
ATMOSPHERE IN THE STORE. 
Air-conditioning is good if you have it, 
but whether you have or not you should 
give your store a fresh, new, Summery 
appearance, and newness in arrange- 
ment also. Both customers and sales- 
people respond to that something-go- 
ing-on atmosphere. Even as simple a 
thing as changing the colors in decora- 
tions and settings each month will give 
brightness and newness. Combinations 
such as green and white, blue and 
white, and yellow and white are effec- 
tive, and only one color need be changed 
to give newness. 


Freshen Up Store Interior 


Changes in the arrangement of seats 
and cases that can be easily made also 
create a favorable impression among 
customers and help to keep salespeople 
alert. In a “stale” store, salespeople 
are very likely to feel the same way as 
the season advances; you cannot de- 
pend upon shoe newness alone to carry 
the load in the store any more than 
in your advertising and displays, and 


spot featured every week—an arrange- 
t that is at once an eye-catcher and 


chandise attractively and informative- 
ly displayed wherever you go in the 
store. They show goods! 

Do not make the mistake of showing 
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Summer shoes in your Spring settings. 
Summer is a NEW SEASON, not a 
hangover from Spring. By using a 
plain background in a seasonal color, 
with settings for various unit displays 
that accent the selling points of the 
merchandise, weekly newness and a 
definite tie-up is possible at no greater 
expense than for the elaborate back- 
ground that costs so much it must be 
used for several months without change. 
Where the same people pass the store’s 
windows often, the need for change is 
increased. Unless there is intriguing 
newness to catch the eye, they will pass 
by without stopping. 


June Promotion Program 

The June promotion program is sim- 
ple to arrange, because there are a 
number of high-spots to build around, 
such as bridal and graduation foot- 
wear, Father’s Day, and all the out- 
door events and activities of Summer 
getting under way. To stampede into 
cut prices on whites too early may be 
an expensive mistake as many mer- 
chants found out last Summer. Where 
stores have cooperated in holding off 
on reductions on all Summer shoes un- 
til late July the result has been satis- 
factory. Obviously novelties cannot be 
held in complete size ranges to the sea- 
son’s end, but there can be a better 
job done on keeping more conservative, 
wanted styles sized up. 

There are many people looking for 
vacation shoes, in both July and Au- 
gust, for August still remains the big- 
est vacation month of the year. And 
did you know that August is second 
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Get Down to Brass 





Taeks 





only to June as a bridal month? Na- 
tional Retail Dry Goods Association 
says that complaints that a reasonable 
selection of Summer merchandise is not 
available in late July and early August 
are heard from customers almost every- 
where, and that promotion of Summer 
and vacation needs should continue dur- 
ing the first half of July at least. Also 
that clearances of odds and ends should 
not affect staple goods and store ser- 
vice. So long as you have Summer 
shoes to sell, display them attractively, 
dramatizing their desirability in dis- 
plays that are based on customer de- 
sires. 

There are promotional ideas in these 
headlines: White, light and airy—a 
must for your Summer wardrobe. 
Escape the heat in these cool shoes for 
Summer afternoons and evenings. San- 
dals, cool and unwilted on the hottest 
day in town. Colored shoes that pick 
up a tone in your various print frocks. 
Put action in your days with these cool, 
energy-saving shoes. Holiday shoes that 
will carry you through September. 

Try grouping white shoes by mate- 
rials as well as styles—for dress, for 
sports, for everyday wear. 

A mammoth-sized cellophane glass 
with sippers in its will dramatize the 
idea—“Cool, right down to your toes.” 

In plain straw or imitation suitcases 
show “shoes that go away on joyous 
week-ends” or “six shoes that make a 
Summer” emphasizing several week- 
end shoe wardrobes accenting different 
wardrobe colors “For a blue wardrobe,” 
or a brown wardrobe, and so on. 






























Mammoth Shoe Shown in Birmingham Window 
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The Two Important Browns 


in a Big Brown Autumn 


SECOND only to black this season, and a close second, is brown. This 
classic color looks new and fresh this year in glazed kidskin. It is treated 
smoothly and primly in the winy Portbrown to wear early with tweeds. 
The darker India Brown is draped, tucked and otherwise maneuvered into 


soft, light rich pumps and strap shoes for afternoon. Both colors are at 
their best in McNeely's supple kidskin. 


McNEELY DIVISION 
ALLIED KID COMPANY 


Huntingdon and Fairhill Sts., Philadelphia, Pa. 
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EFFECTIVE JUNE 1. 1939 


THE MOORE FABRIC CoO. 


IS PLEASED TO ANNOUNCE THE APPOINTMENT OF 


PREMIER SHOE GOODS CO. 


674 Washington St., LYNN, MASS. 


AS DIRECT SALES REPRESENTATIVE 
IN NEW ENGLAND FOR 


AUXCeoyvs  PMeCu lon 


Rep US Par OF 


Standard - Sueded - Covered - Textured 


The Newest Elastic Shoe Cloth 


YOUR ORDERS or inquiries for this modern Shoe Goring or Elastic Shoe 
Cloth placed with the Premier Shoe Goods Co. will be handled with dis- 
patch and fullest cooperation. 


Wi OOIRIS FABRIC COMPANY 


PAWTUCKET. RHODE ISLAND. JU. S. A. 
Weavers of Quality Gore and Elastic Cloth for Every Footwear Use 











Prestige and Profit 
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herself completely in a shoe store or 
shoe department. Shoe stores can do 
this much more easily than can depart- 
ment stores, however, for, in the latter 
case, the question of departmental 
authority is a touchy one. 

A department of well-selected acces- 
sories will greatly increase consumer 
favor and even serve as a major factor 
in reducing shoe returns. The majority 
of returned shoes are due, not to in- 
ferior merchandise or poor fitting ser- 
vice, but to the fact that the shoe is 
not coordinated in style and color with 
the accessories which have been selected 
at random in several stores. A woman 
shopping for her needed accessories 
finds on assembling them at home that 
she has a conglomeration of items. In 
spite of the fact that she has selected 
them carefully piece by piece, some- 
how, when they are all put together, 
they do not look right. So back they 
all go, including the shoes. 

In response to consumer demand, shoe 
stores have grudgingly accepted the 
skeleton of an accessory line, as part 
of the hosiery department. To the aver- 
age well-trained shoe man accessories 
are the direct product of the frivolous 
feminine mind and he is rather dis- 
approving and slightly condescending 
on the entire question. 

In view of this attitude, a well-trained 


fashionwise accessory buyer is essen- 
tial to a selection of accessory merchan- 
dise. Naturally this buyer would fol- 
low the shoe buyer’s selections in color, 
material and pattern. But the question 
of consumer appeal, quality and style 
should be left to the accessory buyer. 

Selection of right quality is a most 
important factor in accessory buying. 
It is so completely wrong to have a 
high-class line of shoes, and imitation 
leather bags, inferior gloves, belts and 
costume jewelry. The importance of 
quality in accessories must be recog- 
nized and served. 

For every dollar taken in shoe sales, 
it is possible to take another through 
the sale of related accessories. The en- 
tire relationship of shoes and acces- 
sories is right, satisfactory and prac- 
tical. 

Women are committed to the prac- 
tice of buying a basic dress, then as 
many sets of related accessories to go 
with that dress as their resources and 
desires will permit. A close-working 
arrangement between shoe fitters and 
accessory sales girls, both of whom are 
well grounded in fashion fundamentals, 
will be the means of selling not one, 
but several sets of related accessories. 
They will be the means of creating a 
continuous flow of business to the store. 
The store management is therefore 
urged to study the resources of the en- 
tire market as a sure means of increas- 
ing both prestige and profit. 


Novelty Styles and 


Conservative Trends 
[CONTINUED FROM PAGE 25] 


less come in for more with the advent 
of the season of vacations and Summer 
travel. Shoes play their part in all 
sorts of travel and all kinds of vaca- 
tion activities. But they play a spe- 
cially important role with people plan- 
ning to go to the Fairs, for seeing 
anything as gigantic as Treasure Island 
or the World of Tomorrow in the 
length of time the average tourist has 
at his or her disposal means a lot of 
hiking and a terrific strain on feet 
So the retailer who urges customers, 
through advertising, to buy their shoes 
in their own home town and wear 
them a bit to ease up their newness 
before starting off for New York o: 
’Frisco will serve the customer’s inter 
est as well as his own. Then, too, the 
Fairs give opportunity for interesting 
and effective advertising layout themes 
as well as window treatments—an( 
both of these are always to be wel 
comed. 


Men’s Store to Move 


OAKLAND, CALIF.—Peters Brothers, 
Oakland’s 26-year-old men’s shoe store 
at 1443 Broadway, are holding a re 
moval sale preparatory to moving to 
new, larger and finer quarters which 
are prepared in an adjoining 
building. 
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Straight Talk on Fall Styles 


by CARMEL SNOW 


The pump seems to be the best possible shoe. | do like 
4 pump with an ankle strap—rather wide in front and 
narrowing towards the heel—it calls attention to the 
ankle. And I like a little ruffle of perforated leather, o1 
perhaps a bow put on at the back to make the pump 
more dressy. Kid will be especially good because we 
have our eye in so strongly for the smooth leathers. 

“I believe in dark brown. If I could have only two 
pairs of shoes in my Winter wardrobe, one would be 
black and the other dark brown. 

“T am told that Alix is making Midseason coats with 
the top in one color and the skirt in another. Brown 
with green, for instance—that would call for dark 
brown shoes. Black with green that means black shoes 
Brick and green plaid over a green skirt—again, that 
would mean dark brown shoes to me. This does not 
mean two tones in your shoes. If the coat is two tones, 
your shoes must be one. Heels for street pumps should 
be slim and feminine and not too high—the medium 
heel. I do think too that your salesmen should have 
strongly impressed upon them the importance of fitting. 
Now that we go out of toeless and heelless shoes—the 
shoe must fit much more accurately than before, for a 
great many women have been wearing open-toed shoes 
that are really much too small for them. 

“For sport, I believe very much in flat shoes. This 
is going to be a moccasin Summer—and | think that 
the moccasin idea will go straight into the Fall. Cer- 
tainly, in high fashion, there can be no question that 
flat sports shoes are smartest. 

“Now when it comes to evening, again | must men- 
tion fashions. The bouffant idea seems to be passing 
out of the fashion story. Bouffant dresses will be worn 
through this Summer—but by September the silhouette 
will be slim. Many will have a bustle effect in back 
and consequently that lovely front drapery that leads 
up to the bustle. Some may be hobbles slit to the knee. 
This is good news for the shoe business, for feet are 
much more conspicuous under a long, tight skirt than 
under a bouffant dress. It will mean very elegant san- 
dals, draped slippers to harmonize with the draped 
dresses, and more of the turned up toes which have been 
so charming this Spring. I think that one might con- 
sider revising Irene Castle’s slippers with their satin 
ribbons bound round the legs, lightly. They’re right 
in the mood of the moment. And it should be a good 
time to promote jewelled buckles and ornaments again. 

“Above all, I think that quality must be the keynote 
of the shoe story. As a nation we are proud of our 
shoes and willing to pay for them. The popularity 
of bench-made shoes indicates that we care about 
craftsmanship in this country—and that we are going 
to continue to care. 

“T don’t have to tell you what a splendid job the shoe 
manufacturers of this country are doing, particularly in 
sizing—this is the only country in the world where 


ere -< | 
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BENCHED SHOES 
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Be. . BAAN 


Crate Shoes 


10%... 13% 


Cole Rood & Haan C0. 





Line on display—Hotel Pennsy!vania. 
New York, week of May 21 to 27. 


every woman can be fitted to a ready-made shoe. The 
simplicity, the good lines, the excellent taste of Ameri- 
can shoes are amazing. | have been a fashion editor for 
many years and | can well remember the day when 
shoe pages were the most difficult pages a fashion maga- 
zine had to do. I can assure you that all this has 
changed. When I see shoes on my schedule, I know 
that my life is made easy. The only difficulty is to de- 
cide which to discard.” 


*Teen-Age Children Have Larger Feet 


La.—Children of 
larger feet today than children of their ages had a few 


New ORLEANS, ‘teen-age have 
years ago. That, at least, is the carefully-considered 
opinion of one New Orleans shoe retailer who noticed 
a decided increase in sales of larger sizes these days. 
A. J. Burns, manager of the men’s shoe department 
at D. H. Holmes Co., Ltd., says he’s seen a two-size 
jump in the past few years. Where he used to sell 
sizes from 7 to 9 in young men’s styles, he’s now sell- 
ing from 9 to 11. Small children’s sizes are larger, 
too, and broader. Increased exercise, he thinks, has 
moulded a more athletic type of foot and room must 


he allowed for rapid development. 














made. 











these shoes really protect young feet. 


READING, PENNSYLVANIA 
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ELP NORMAL FEET GROW NORMALLY 


Fg Shoes 


AND ARE TRULY 


“THE SHOES OF TOMORROW—TODAY" 


BACK TO THE LAST , 





Here is an important point, not overlooked— 
but not previously commented upon — in the 
designing of the last over which Pro-tek-tivs are 


Note the built-up outside wall at the forepart. 
This gives ample room and eliminates all possi- 
bility of pinching the little toe. In the formative 
years this is all-important, for it is here that mal- 
formation of the foot is first likely to develop. 


The reason for the name Pro-tek-tiv is because 


See the shoes themselves — 26 styles — all car- 
ried in stock. Write for our book, “The Shoes of 
Tomorrow—Today”. 







“THE 
NEws 
ABOUT 





SHOES” 















Keeps a Pace Ahead 
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price, but rather on service and style. 
Thus when the South Shore salon open- 
ing was announced, the advertisement 
read, “Salon opening at 2350 E. 71st 
Street, brings to Joseph clients the 
pleasant news that their devoted pat- 
ronage has caused another Joseph ex- 
pansion—a shoe salon beautifully mod- 
ern and spacious, yet retaining the 
informality and intimacy of the Joseph 
suburban and town salons; shops keyed 
to tae individual woman, panipering 
her whim and wish, sharing in her 
likes and dislikes, bringing her inde- 





pendence of fashion stereotypes 
through exclusive superlative shoe de- 
signs.” 

For convenience in advertising and 
promotion many of the shoes have in- 
dividual names such as “Gretchen” for 
a sabot type shoe, “Charm” for a san- 
dal, “Day Long” for an open shank 
tailored tie, “Polka” for a dress sandal, 
“Gaiter” for a spat shoe, and “Aperi- 
tif” for an open heel, open toe pump. 
Frequently newspaper advertisements 
are devoted to the promotion of a single 
shoe directly related to the season. 
Thus during March there were several 
advertisements of a Ruffed Pig shoe 
of genuine pigskin for “March Wear 





and Tear.” Drawings were used to 
illustrate unusual heel and toe treat- 
ments. 


E. M. Blake Makes 
Custom Shoes 


Boston, Mass.—E. M. Blake of 
Brockton, who has been identified fo: 
many years with the house-to-house 
method of selling men’s shoes, has or 
ganized Blake Measure-Made Shoes, 
Inc., with offices at 92 State Street, and 
is making custom shoes to retail fo: 
$9 and $10. 
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THIS WEEK 


Saturday, May 20, 1939 


IN THE SHOE TRADE 


National News 





Midwest Fair to Offer Interesting Program 


Golf and Annual Banquet and Style Show to Be Main 
Entertainment Features of Three-Day Show, June 11-13 


Active in the work of the Program and Reception Committees for the 
coming Midwest Shoe Fair are, left to right: Bob Werner, Potter’s; Jack 
Rappé, Shillito’s, and Charles Longini, Longini Shoe Mfg. Co. 


CINCINNATI, OHIO — The Program 
and Reception Committee in charge of 
the Midwest Shoe Fair activities are 
working very closely together this year, 
in order to assure all Fair visitors of 
an unusually interesting and enlight- 
ening convention. 

Arrangements have been made with 
various of the Cincinnati Country 
Clubs to extend guest privileges to 
visiting shoe men on Saturday after- 
noon, June 10. Arrangements for golf 
games will be made through the Mid- 
west Shoe Fair office at the Netherland 
Plaza. 


The Fair will, of course, again pre- 


sent a banquet and Style Show of the 
same high quality as they have in past 
years. This banquet will be held on 
Monday night, June 12, in the Hall of 
Mirrors, Netherland Plaza. Many res- 
ervations for this banquet have been 
already received at the Fair office, and 
there will undoubtedly again be a ca- 
pacity crowd of some thousand shoe 
men present. The Tuesday luncheon 
will present Mayor Stewart, of Cin- 
cinnati, giving a wele~me address and 
will also present Herbert Lape, Sr., 
of the Julian and Kokenge Company, 
as the guest speaker. The Program 
Committee has also announced that 


there will be a third speaker at this 
luncheon, but the name of this speaker 
has not yet been made public. 

This Committee is also in charge of 
the rosters and the souvenirs, banquet 
menus, and programs, and has worked 
out something good and unusual for 
both of these. The Reception Commit- 
tee has also completed arrangements 
to see that all incoming guests are 
welcomed and taken care of with every 
possible courtesy. 


M. B. Mayer Joins 
A. Sandler Co. 


Boston, Mass.—M. B. Mayer, for- 
merly of the R. J. Mayer Shoe Com- 
pany, Inc., of Lynn, has affiliated him- 
self with the A. Sandler Company, in 
charge of a new Sandler subsidiary 
known as the Sportmaster Shoe Co. 
This new company will manufacture 
the same types of ski boots formerly 
made by the Lynn company which has 
discontinued its Sportmaster line. 

Mr. Mayer, who is in charge both of 
manufacturing and distribution, will 
merchandise this new Sandler line 
through the nation-wide Sandler sales 
force. He is well known as a ski boot 
expert, having served his apprentice- 
ship in Europe, where his family for 
generations has been engaged in mak- 
ing this type of footwear. 


Shoe Man Heads 


Spokane Shriners 


SPOKANE, WASH.—Otto Warn, of the 
firm of Warn & Warn, shoe retailers in 
this city, will attend the Shrine Con- 
vention in Philadelphia in June in the 
capacity of Potentate of El Katif 
Temple. After the convention, he plans 
to visit eastern shoe manufacturers and 
manufacturing centers, taking in the 
New York World’s Fair as well. 
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Prize-Winning Window in Display Contest 





Brooklyn, N. Y 


Sane 0 SRD wie Se De i eee 
observance of the first National 


-—The above window by Gordon’s Shoes, 1571 Flatbush Avenue, 


by United States Shoe Cor- 
ross Shoe Week, held recently. 


Fic prine consisted of o cash emard ap wall os on "A “Award of Merit”, certifying 


that this window was adjudged one of the prize wi 


of its “originality 





of conception, skill of execution and general encollonce and effectiveness.” 





Milwaukee Retailers 


Re-elect Officers 


MILWAUKEE, WIs.—All officers of the 
Milwaukee Shoe Retailers’ Association 
were reelected at the annual meeting 
May 11 at the Plankinton hotel, here, 
as follows: 

T. H. Kuecker, Nunn-Bush Shoe Co., 
president; Jack Wetzel, Florsheim Shoe 
Co., vice-president; W. F. Wuerl, 
‘Peschke Shoe Store, secretary, and Ed 
Schneider, treasurer. 

Directors named for three-year terms 
are John Geisinger, Geisinger’s Shoe 
Store; Charles M. Roussey, Packard- 
Rellin, and G. P. Chambers, Ground 
Gripper & Cantilever Shoe Shop. 

Another meeting is scheduled to be 
held May 24 at the Plankinton hotel 
to discuss further plans for the annual 
convention of the Wisconsin Shoe Re- 
tailers’ Association. Present indications 
are that the convention will be an out- 
standing one with more than 40 exhibi- 
tors already reported booked. 


Arrives from Abroad 


New York—Thomas Eatough, man- 
aging director of Eatough’s, Ltd., 
Leicester, England, shoe and slipper 
manufacturers, will arrive in New 
York on Tuesday, May 30. 

Mr. Eatough wishes to contact man- 
ufacturers of novelty materials that 
are used in the manufacture of sandals 
for Summer and evening wear. 

He will remain in New York until 
June 5, making his headquarters at 
the Barbizon-Plaza Hotel. From June 6 
to 9, he will be in Boston, staying at 
the Hotel Statler. 


Golf Tournament to Be Held 
First Day of Boston Show 


Boston, Mass.—The Boston Boot 
and Shoe Club will conduct its annual 
Summer golf tournament on Monday 
the opening day of the Boston Shoe 
Fair, June 5, for the entertainment of 
visiting shoe buyers, manufacturers, 
tanners and members of the allied 
trades. The Wollaston Gold Club in 





FRANK C. DONOVAN 


Co-Chairman Boston Boot and Shoe Club 
Golf Committee 


North Quincy, boasting of one of the 
finest courses in the state, has been 
chosen as the meeting place this year, 
both because of its fine course as well 
as its easy accessibility from the city, 
being only a 20-minute motor ride from 
the Hotel Statler. 

As in past years, there will be a 
splendid array of prizes for all divi- 
sions of play—shoe buyers, shoe manu- 
facturers, wholesalers, tanners and 
members of the allied trades. 
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All members of the trade are cor- 
dially invited to participate in the tour- 
nament. The usual green fees will ap- 
ply. A complimentary buffet lunch will 
be served from 11 a. m. until late in 
the afternoon. Whether a golfer or 
non-golfer, come out and enjoy a day’s 
outing. 

This golf tournament will be man- 
aged by a special committee of the 
Club, under the able co-chairmanship 
of Frank C. Donovan, of the F. C. 
Donovan Leather Co., Boston, and Louis 
H. Salvage, New Hampshire shoe man- 
ufacturer. Other members of the com- 
mittee are: 

Fred Ahern, Bliss & Co., Roxbury, 
Mass.; W. C. Connolly, Leas & Mc- 
Vitty, Boston, Mass.; John E. Daniels, 
John E. Daniels Leather Co., Boston, 
Mass.; William T. Doyle, Doyle Shoe 
Company, Brockton, Mass.; James T. 
Gormley, Day-Gormley Leather Co., 
Boston, Mass.; James T. Keating, James 
T. Keating Leather Co., Boston; A. D. 
Knight, Shoe and Leather Reporter, 
Boston, Mass.; Sam Langer, Langer- 
Lippman Co., Boston, Mass.; Marcus 
McWeeney, Kennedy Stores, Boston, 
Mass.; John F. Murphy, Ohio Leather 
Corp., Boston, Mass., and Francis Shea, 
Barbour Welting Co., Montello, Mass. 

Publicity Committee:—Fred Ahearn 
A. D. Knight, Marcus McWeeney and 
Maxwell Field. 

Registration Committee: — Fred 
Ahearn, W. C. Connolly, Francis Shea 
and William H. Larkin. 





Introduce New Budget Line 


New York—For the first time in 
their 69 years in the comfort shoe field, 
the retail division of the Julius Gross- 
man Shoe Company has just announced 
a new line of smartly-styled comfort 
shoes at a budget price. Called “Econ- 
om-Ease,” the shoes represent a two- 
year search by the Grossman firm to 
develop economy shoes that would have 
the essential comfort principles for 
which the Grossman name is_ wel! 
known. The firm has made connections 
with a Massachusetts factory wher: 
“Econom-Ease” shoes will be made to 
conform to their demands for high 
quality in workmanship and material. 

The new line is now available in 3° 
different styles, in a wide range of 
materials and leathers. 

The shoes will be sold at the Julius 
Grossman retail stores in Manhattar 
and Brooklyn. 





Celebrates 21st Anniversary 


Detroit, Micu.—Philip Kahn, ope: 
ating as Kahn’s Shoes, on May 1 cel 
brated the 2lst anniversary of the 
establishment of his shoe store in his 
present location at 11214 East Jefferso 
Avenue, Detroit. Mr. Kahn is now sp< 
cializing in corrective shoe work, and 
states that people are becoming more 


foot-conscious, resulting in an increase 


in corrective work. Business is very 
much improved over last year, said M: 
Kahn. 





‘ 
s 
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Straight Talk on Shoe Styles 


“But seriously, gentlemen, I’m sure | 


you must agree with me. If our hats 
have been silly, many of our shoes, 
have been downright FOOLISH. And 
with very disastrous results. Our silly 
hats have only given you men a good 
laugh, but your impractical footwear is 
ruining our feet. 

“You may say, ‘Well, if women 
didn’t wear them, we wouldn’t make 
them.’ And I can retort, ‘If you didn’t 
make them, we couldn’t wear them.’ 
And, here, I think is the crux of the 
whole matter. 

“One has a right to expect a certain 
integrity in footwear, a suitability to 
its function, a correctness for its pur- 
pose, and I maintain—that for walking 
the city streets—a toeless, backless, 
high-heeled slipper is deplorable, and 
that women who really have taste and 
a knowledge of the fitness of things do 
not wear them. 

“Now, perhaps you think I’m just an 
old conservative and that I exaggerate 
the case. But I assure you that I am 
telling the truth. I am sure many of 
you must have seen the recent adver- 
tisements of Saks Fifth Avenue. Those 
ads reproduced a number of letters 
from women asking for closed toes, and 
the heading was ‘SO IT’S CLOSED 
TOES YOU WANT—WELL, WE 
HAVE THEM.’ 


Strong Interest in Antiqued 
Shoes Continues 


St. Louis, Mo.—In reporting on 
men’s shoes selling in the large men’s 
department at Famous-Barr & Com- 
pany, here, W. B. Jackson, manager, 
reports that antiques have been an 
unusually popular seller. Even in spite 
of Spring weather the antiques, a 
heavier shoe, have held up remarkably 
well. St. Louis is known for a hot- 
weather center, and the ordinary trend 
would discourage sales in this group, 
but the current successful promotion of 
antiques has had its advantages. 

Famous-Barr is showing 20 styles in 
the antique line, and Mr. Jackson be- 
lieves that more will be featured in the 
Fall. His feeling about Fall business is 
that antiques will soar even higher than 
they have gone under present selling 
methods. Big leader for Fall, accord- 
ing to Jackson, will be the Scotch Green 
with antique finish. 

Attention is beginning to turn to 
whites and brown and whites in this 
department and a quantity of half- 
double and double soles have been 
stocked. Slip soles and half-double 
soles will be good movers in the brown 
and white this Summer season, it is 
Jackson’s opinion. Interest up to this 
time has shown that there should be 


[CONTINUED FROM PAGE 28] 


“I have inquired about the results of 
those advertisements and I find that 
they have met with widespread ap- 
proval and heartfelt thanks from many 
a woman anxious to get her feet under 
cover again. 

“Not only are we losing our reputa- 
tion for good taste, but, what is worse, 
we are also losing our good feet. You 
know that all over the world the Amer- 
ican women have been famous for their 
pretty feet and their beautiful shoes. 
Well, only the other day, one of our 
leading shoe men told me that, because 
of this fashion, they have been forced 
to re-size all their lasts—women’s feet 
are so much broader and bigger than 
they used to be. 

“In the end, surely, all this is going 
to recoil on the shoemakers. It must be 
much more of an art to make a well- 
designed, beautifully shaped, honest-to- 
goodness shoe than to take a bit of 
leather, attach a couple of straps to it, 
and set it on a high, rickety heel. 

“Why give us thousands of new 
styles every season when maybe five 
hundred—or maybe one hundred 
would do, if they were all good style— 
or even perhaps give us the pleasure 
of finding that same old last season 
model we liked so well, and which we 
are always told is discontinued. Isn’t 
it true that if a man finds a good, com- 


a reversal of form in Summer shoe buy- 
ing because of the fact that the heavier- 
soled shoes will be popular, while feath- 
erweight lines have generally been the 
leaders because of the warm Summer 
months in this territory. 

In the boys’ shoes antiques have been 
unusually strong sellers, and it is ex- 
pected that these shoes will have a good 
run, even through the Summer, al- 
though, naturally, the play will fall 
off these shoes and into the brown and 
white and white sports shoes. Next 
Fall the boys’ antique shoes will have 
larger punchings and extension soles. 


William Rock 

Detroit, MicH.—William Rock, re- 
tired shoe merchant and a resident of 
Detroit for 60 years, died at his home 
Wednesday, May 3, in his 84th year. 

Mr. Rock was born in Germany and 
came to Detroit when he was 24 years 
old. Shortly after his arrival here, he 
opened a shoe store at Vernor Highway 
and West Grand Boulevard, which he 
operated for 35 years before he retired 
from business. 

His wife, Hulda, and two sons, Wil- 
liam F. and Henry A., all of Detroit, 
survive him. Burial was in Woodmere 
Cemetery. 


fortable last, he can keep on buying 
that same last, year after year? Well, 
why should women be denied this same 
service? Why has it never occurred to 
any of you men to try some of these 
flossy fashions on yourselves? What 
about some nice open-heeled open 
backed street shoes for men this win- 
ter? Do you think they would go over’ 

“Now I am afraid that I may seem 
to be doing a lot of scolding, but I must 
offer as my excuse my very great pride 
and interest in your industry, gentle- 
men, and I would not have ventured to 
speak so frankly if I did not know that 
I am among friends. You represent the 
quality end of your business, and it is 
to you that women must look for ele- 
gance, for taste, for refinement in de- 
sign. And I know that you, too, are 
feeling this necessity for more con- 
servative good taste. 

“We do not expect from you exag 
gerated vagaries, or excessive orna- 
mentation, or jazzy, over - decorated, 
fantastic footwear for the street. We 
expect you to keep us in the straight 
and narrow path. All this bedizened 
footwear should be for ladies who 
tread the primrose path. 

“There—I hope I haven’t said too 
much. 

“Forgive me, gentlemen, and I thank 
you.” 


Does Good Business 
In Extra Sales 


MIAMI BEACH, FLA.—The |. Miller 
shop on Lincoln Road does a nice busi- 
ness in double-headers, selling more 
than one pair of shoes to a customer. 
According to Mrs. Mable Bartles, man- 
ager, 60 per cent of this season’s busi- 
ness has been double-headers. Single 
sales where only one pair of shoes was 
sold to a customer at a time was only 
25 per cent of total volume, while 15 
per cent ran to three, four or more 
pairs. When a customer bought a pair 
of white, she could be sold a pair of 
colored shoes. Or it was a light and a 
dark pair. When special colored shoes 
were wanted it was not difficult to in- 
terest a customer in a second pair of 
white or another shade. It is signifi- 
cant that only 25 per cent of total sales 
were in single units. Of total sales 75 
per cent included hosiery with shoes, 
and there was a substantial percentage 
of sales that included bags and shoes. 

Salespeople are trained to suggest 
additional merchandise, and it is to 
the advantage of a man to add this 
extra sales to his check. Girls behind 
the counters are paid on a straight 
salary basis; when a man brings a cus- 
tomer over and suggests polish, or bag 
or hose, then if the sale is made he 
receives credit for it. 
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ATTRACT NEW CUSTOMERS 


with smash-hit sales of 
JOB LOTS 


High grade, nationally known 
Women's Shoes 

All merchandise new and fashionable 

Write today for profit-making prices 


BARIS SHOE CO.., Inc. 
Dept. R-2 79 Reade St. | New York 
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Fashion Clinic Recommends 
Travel Shoes 


BROOKLYN, N. Y.— Introduced by 
Mrs. Dorothy Swenson, advertising 
manager for Abraham & Straus, Mrs. 
Annette Simpson, noted American 
couturiére, gave an illuminating talk 
on styles for American women at a 
recent fashion clinic held by this Brook- 
lyn department store, May 12. She put 
special emphasis on travel clothes. She 
also brought out the fact that modern 
conditions of travel allow a woman to 
dress very much as she would at home. 

Charming and attractive clothes that 
are easy, casual and colorful should be 
chosen, Mrs. Simpson said. In shoes she 
should select pretty and smart styles, 
because her feet are much in evidence. 
Very open shoes—in Summer mesh 
with open toe and back—are the most 
comfortable for the train. A brown 
and white spectator pump is an essen- 
tial when Summer clothes are in sea- 





Dates to Remember 


Annual Convention, Lllinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 

May 21, 22, 1939 

Monthly Shoe Buyers’ Days, Shoe 
Travelers Association of Chicago, 
Morrison Hotel, Chicago, Ill. 

May 22, 23, 1939 

Southwestern Shoe Travelers Associa- 
tion Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 

May 28, 29, 30, 31, 1939 

Pacific Northwest Shoe Retailers As- 
sociation Annual Convention, Hotel 
Olympic, Seattle, Wash. 

May 28, 29, 30, 31, 1939 
20uh Annual Boston Shoe Fair, Hotel 
Statler and Parker House, Boston, 
SNR dd adn cae oe June 5, 6, 7, 8, 1939 
Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 11, 12, 13, 1939 
lowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
SNE ct ces tingond June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
mere, Los Angeles, Calif. 

June 11, 12, 13, 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

Jane 18, 19, 20, 1939 

Michigan Summer Shoe Fair, Pant. 
lind Hotel, Grand Rapids, Mich. 

June 25, 26, 27, 1939 

Atlanta Shoe and Ready-to-Wear Ex- 
position, Atlanta-Biltmore Hotel, 
FPS July 3, 4, 5, 1939 

Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 

July 9, 10, 11, 1939 

Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 

July 9, 10, 11, 12, 1939 

Atlanta Shoe Fair, directed by Robert 
Levine. Hotel Henry Grady, At- 
ST SESE Ee July 2, 3, 4, 1939 

Annual Outing Boot and Shoe Trav- 
elers Association of New York, 


Karatsony’s, Glenwood Landing, 
Sls abeaihe Mids bebesian > oS July 13, 1939 
National Industrial Stores Associa- 


tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 
July 24. 25. 26, 1939 
Buffalo Shoe Travelers Style Show, 
NS ea August 6, 7, 1939 
Annual Convention New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 
September 10. 11. 12. 1939 
Official Opening of American Leathers 
and Stvle Conference for Spring. 
1949. Waldorf-Astoria Hotel. New 
a Sag ai Septemher 18. 19. 1939 





son. Many women, Mrs. Simpson re- 
ported. are wearing the woven Mexican 
type of shoe in place of a boudoir slip- 
per for train travel. 


Altman Bros. Add 


New Territories 


CINCINNATI, OHI0—In line with the 
recent expansion vrogram of Altman 
Brothers Shoe Manufacturing Com- 
pany, Cincinnati, in which output has 
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Babies 


ore as “modern as tomorrow” —and so 
ore the new square transparent displey 
boxes we can supply, with pique and other 
fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
lar units—they'll help dramatize your service 
to the younger children. 


MRS. DAY'S 


IDEAL BABY SHOE CO 
DANVERS, MASS. 





been doubled, additional territories have 
also been opened up. Following a con- 
ference at headquarters recently, the 
enlarged sales force was back in the 
field with the new Fall samples highly 
optimistic over the outlook. 

The roster of salesmen with thei) 
territories includes: Edward Altman, 
sales manager; Ben Altman, Chicago 
and East; I. Altman, South; L. Gold- 
stein, New York City; A. L. Alexander, 
Northwest; L. D..Ream, Illinois, Mis- 
souri, Kansas, Colorado; C. W. Hag- 
gard, Texas, and L. B. Joseph, Ohio, 
West Virginia. 


Sales at Record High 


Rock ISLAND, ILL.—Sales of the Ser 
vus Rubber Co., rubber footwear manu- 
facturers, reached an all-time high of 
$2,646,839 during the 1938-39 fiscal 
year, Max Kalter, New York City, 
president, reported to stockholders here. 
Other items swelled gross income to 
$2,662,456. 

Wages paid during the year exceeded 
$1,000,000, Mr. Kalter reported. Sal 
aries were 1.3 per cent of the gross in- 
come and expenditures for materials, 
selling and administration, 48.6 pei 
cent. 

A preferred stock dividend of $14,639 
was paid and the balance of the net 
income of $25,637 was added to work- 
ing capital. 

All officers and directors of the com 
pany were reelected. 
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Dickerson Co. Increases 
Capital Stock 


Cotumsus, OH1I0—The Walker T. 
Dickerson Shoe Co. has increased its 
capitalization from 4000 shares of no 
par value common stock to 25,000 
shares of no par value common stock, 
part of which will be used to provide 
additional working capital, it was an- 
nounced by Walker T. Dickerson, presi- 
dent of the company. 

The new stock will be exchanged on 
the basis of four shares of the new for 
each one of the old now held by the 
stockholders, increasing the number of 
shares outstanding to 16,000. 

The remaining unissued shares, total- 
ing 9000, will be used in part to obtain 
additional working capital. Provision 
for at least $50,000 additional capital 
is being considered. 

The change in the capital structure 
does not in any manner affect the 
equity of any of the old stockholders, 
Mr. Dickerson said. It simply means 
that under the new authorization they 
will receive four shares of no par value 
common stock in exchange for one 
share they now have. 

“Our company is enjoying one of 
the biggest Spring seasons in our his- 
tory,” Mr. Dickerson stated. “It is 
even better than in 1937, our previous 
best record.” 

The company has 435 employees, who 
were paid for 261 full days in 1937 and 
for 252 full days in 1938, Mr. Dickerson 
said. We have every reason to believe 
we will operate with the same con- 
tinuity of employment during 1939. 

The company carries group life in- 
surance on all employees, in amounts 
ranging from $1,000 to $4,000 per 
employee, all of which is carried at 
the company’s expense. This provides 
the employees with accident and sick 
benefits for 13 weeks’ sick benefit at $10 
per week after they have been off one 
week. 

The company also grants its em- 
ployees, both piece-workers and those 
on salary, one week’s vacation during 
the week of July 4. 


Bata Not Committed 
To Baltimore Site 


Boston, Mass.—Despite published re- 
ports, the Bata Shoe Company has not 
reached a definite decision to build a 
factory and employee-housing develop- 
ment on the property which that com- 
pany owns near Baltimore, Md. This 
is the statement of John B. Atkinson, 
of the Atkinson Shoe Company of this 
city, general sales agents in this coun- 
try for Bata shoes. 

“The only thing to which the Bata 
officials have committeed themselves 
definitely,” said Mr. Atkinson recently, 
“is the policy of having a plant some 
place in this country. The site has not 
been determined. In asking for bids on 
factory and houses on the company 
site near Baltimore, a false impression 
has been created. This move was not 
made because a definite decision had 





Vi 


POWHATAN SHOES 


For misses and children 


Are leaders and chiefs in 
juvenile footwear in the 
popular price ranges and 
for these reasons. 


Genuine Goodyear welt 


Clear chrome retan 


BEND outsoles 


Full chrome _ tanned 
uppers 


Short back lasts with 


broad heel seat and 
pear shaped ankle fit. 


PRICED IN THE 
POPULAR LEVELS 


Styled up to the minute 
and ‘in wide variety. 


and 
CARRIED IN STOCK 


Good looks and good fit 
please the little folk 


Good performance and 
low price please their 
parents 

POWHATANS give exer- 


cise to the cash register. 


Send for our catalog show- 
ing ALL the styles. 
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Powhatan was a Leader and a Chief 


Virginia Shoe Company 
FREDERICKSBURG, VA. 
MANUFACTURERS 


TERMS 5% 


Broad Tee Strap 
No. 478 2 1242-3 


8-C-D 8-C-D 
478 White Kip, 
Spectro Leat 


Heel... .$1.87% $1. 
476 Patent Leather. 1.37), 1.45 


427 White Elk 
424 Coffee Elk 


Blucher Oxford 

BYe-12 124-3 
No. 403 B8-C-D B-C-D 
403 White Etk -$1.32% $1.40 
400 Patent Leather. 1.32‘, 1.40 
401 Black Kip . 1.32% 1.40 
402 Tan Kip 1.32% 1.40 











been reached, but because it was de- 
sired to find out whether it would be 
less expensive to build or to establish 
the company in an already-built fac- 
tory in some other section of the coun- 
try. Several sites are under advise- 
ment. Nor has any decision been 
reached as to what types of shoes will 
be made at first.” 


E. Waldo White Opens 
In Boise 


Boise, IpDAHO—E. Waldo White has 
opened a men’s shoe store here. Pre- 
vious to this venture, Mr. White oper- 
ated the men’s shoe department in the 
Ralph Davis Store for Men. 


Trade Literature 


New Service Catalog 


New YorKk—Service Boot & Legging 
Company are offering their customers 
a new catalog of in-stock styles. In- 
cluded are athletic shoes, belts and 
belt accessories, boots and boot acces- 
sories, moccasins, military oxfords, po- 
lice equipment, etc. The book is very 
attractive, having a cover of brown and 
yellow. Shoes and descriptions are 
shown against illustrative figures on 
each page in pale orange. One inter- 
esting feature of the book is the retail 
price list, opposite the dealers’ price 
list. 
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Bowling Shoes 
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PROFESSIONAL 


BOWLING SHOES 
Men's Men's Women's 
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Dancing Shoes and Taps 


see 








PROFESSIONAL TAP DANCE SHOE 


IN-STOCK oucHEss 
PLATE 































Altschul Purchases 
Keenan Shop 


CLEVELAND, OH10—The Keenan Boot 
Shop, formerly operated by J. A. Kee- 
nan, has been purchased by E. H. Alt- 
schul. 

Mr. Altschul started in the shoe 
business in Germany about 12 years 
ago. He graduated from the National 
Institute of Chiropody of London, Eng- 
land, in 1934 and came to the United 
States the same year. Since coming 
to this country, Mr. Altschul has been 
connected with Stix, Baer & Fuller, St. 
Louis; Selby Shoe Company, Ports- 
mouth; and the Wohl Shoe Company, 
St. Louis. 


Fire Damaged Store 
Renovated 


BALTIMORE, Mp.—The store of Jacob 
Applestein, 563 N. Gay Street, Balti- 
more, which was recently gutted by 
fire, is now being completely renovated. 
and Mr. Applestein will probably re- 
open within the next few weeks. A new 
front is being installed and the entire 
interior will be new. 





Kimless Tops Sales 
for Second Season 


New York—Barney Kimless, well- 
known representative of the Carmo 
Shoe Mfg. Co., Carthage, Mo., in New 
York, has again rolled up a sales rec- 
ord for his company that has put him 
in the lead for the second consecutive 
season. Last Fall, Mr. Kimless was 



























BARNEY B. KIMLESS 


presented with a handsome diamond 
ring by his company for his efforts. 
This year, he was presented with a 
check. 

Mr. Kimless is a popular figure in 
the shoe trade in the metropolitan area, 
being well known for his work in the 
Shoe Club where, in between rolling 
up new sales records, he is active on 
the welfare committee and has aided 
in promoting several successful affairs 
put on by the Club. 





Whites Active in Los Angeles 


Los ANGELES, CALIF.—White foot- 
wear is gaining increased attention in 
stores this month. The May Company 
advertises “starch white” in suede, 
maracain kid, calf with mesh. Wether- 
by Kayser suggests street shoes to 
show “White Way to Treasure Island,” 
oxford and pump styles. “Angel White” 
is I. Magnin’s suggestion in perforated 
white doeskin open-heel pump and white 
kidskin with draped toe for wear with 
pastel costumes. Baker’s suggests 
“frosty white” for Summer footwear. 





Dayton Retailers Stage White 
Shoe Week Promotion 


DayTon, Ont0—In one of the best 
sales promotion campaigns ever staged 
under the direction and auspices of the 
Dayton Shoe Retailers’ Club, White 
Shoe Week was observed here during 
the week of May 8. Virtually every 
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IN STOCK 














B-2433 White Kid 
$2.10 
B-5033 White Linen 
$1.90 
B-7795 White Satin 
$2.00 
16/8 Cuban Heel 
AA and B Widths 


Our In-Stock Department assures service sec- 
ond to none. Hannahsons Fashion Favorites 
—up-to-the-minute formal and informal foot- 
weor—will fully meet your requirements. 
Write to-day for our catalog. 
AMERICA'S LARGEST 
IN-STOCK SANDAL DEPARTMENT 


>HANN AHSON CQ. 


HAVERHILL, MASS. 



























dealer in the city took part in the 
program. 

In addition to the arrangement of 
attractive window displays, most of the 
dealers used considerable newspaper 
advertising in the drive. Fair and 
warm weather also aided the shoe men 
in their sales. 

The following week was devoted to 
“Shoes for the Fair,” with the theme of 
the campaign being centered on com- 
fortable shoes for use while attending 
the Fairs at New York and San Fran 
cisco. 





Novel Offering with 
Shoe Sales 


PLYMOUTH, W1s.—In connection with 
a two-day sales campaign here to up- 
hold the city’s reputation as the 
“Cheese Center of the World,” A. J. 
Eichenberger & Son, retail shoe store, 
offered free cheese with every pair of 
men’s, women’s or children’s shoes at 
$2.98 or over. The campaign resulted 
in the sale of 12,705 pounds of cheese 
by local stores. 

Mr. and Mrs. A. J. Eichenberger ob- 
served their 45th wedding anniversary, 
recently. Mr. Eichenberger established 
his shoe store here in 1892 and retired 
from active business about two years 
ago. His son, Niles, has been associated 
with the store for the past 14 years. 
Besides the son the couple have a 
daughter and three grandchildren. 
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Excellent Men’s Shoe 
Business in Chicago 

CuHIcaco, IuL.—One of the best men’s 
shoe businesses in a number of years, 
with increased interest in style and 
novelties, is now being staged in the 
Chicago area, retailers report. Men 
have evidently readily accepted the new 
emphasis on change in shoe colors and 
importance of shoe wardrobes, since 
nearly all leading retailers report an 
increasing tendency on the part of male 
customers to buy two pairs of shoes, 
one for every day and one for sport, 
at a time. Excellent prgmotions placing 
emphasis on the style angle are also 
believed responsible for the increase in 
sales, 

Antiqued finishes in nearly all grades 
of shoes and as sold to all age groups 
have topped sales. Thus far there is 
also considerable interest in green gold. 
There has also been wide acceptance 
of the woven and huarache type shoes, 
with many retailers forced to reorder 
early in the season. Heavy, thick-soled 
models have sold extremely well during 
early Spring. Also the numerous early 
purchases of Summer shoes being made, 
indicate that whites and tans will lead 
all other sales for summer. 

Huaraches are being pushed by 
nearly all shops and department stores. 
O’Connor and Goldberg are featuring 
them as hand-woven Mexicana leather 
oxfords, made by American craftsmen, 
and in addition to featuring them in 
the natural colors, also present them 
in green and white, red and white, blue 
and white, gray and green, brown and 
brown, beige and natural and all-white 
and all-black. 

Hassell’s, in addition to using the 
promotional term of “polished acorn” 
for antiqued finish shoes, also has a 
“Golden Boy” model which is promoted 
as “A shoe that’s going to be this 
Spring’s knockout. It’s got punch, but 
it’s got polish, too—with that new, 
hand-rubbed stain in the choice leather 
and custom detailing you usually asso- 
ciate with an $8.50 price tag.” 

Marshall Field and Company Store 
for Men is placing special emphasis 
on style for men in the new Shoe Shop 
for Young Men. The current Dutch 
theme has been carried out in a model 
named The Flying Dutchman with 
rocker bottom and stubby front. This 
same department is also doing consider- 
able promoting of pigskin in Spring 
brogues. 


Joyce Men Visit Factory 


PASADENA, CALIF.—C. Mort Phinn, 
Charles Beall and W. D. Lever, ZJr., 
who represent Joyce, Inc., in the Mid- 
dle West, East and South, respectively, 
have just returned to their territories 
after spending a week at the factory 
going over new samples and making 
plans for the coming season. They all 
visited major local stores in this vicin- 
ity and were voluble in their admira- 
tion of the many fine shops which carry 
their line. 





{3 4 
Yes—Open Toe and Open 
) Back Models are Selling 


i You will never know how fast the mew model shoes can sell 
until you have actually displayed them on Fairy TU-TOE Forms 


Note how emphatically the Fairy TU-TOE Form presents the trim beauty, 
the modish style lines and the correctly formed vamp. See how perfectly the 
heel and ankle straps are held in position. And then, those two tinted toes 
“peeking” so alluringly through the open toe, complete a sales appeal that 
is quickly reflected in the cash register. 


Keep your stock of open toe and heel-less models moving so you can take 
full advantage of every new style note. Fairy TU-TOE Forms are doing 
this for other dealers—let them do it for you. 


Fairy TU-TOE Forms put life into shoe displays and pay their own way 


with increased sales. They are available with square heels for open back 
models, and rounded heels for closed heel models. 


Write us for a complete 
Fairy Form Catalogue. 


Shoe Form Co., Inc. Auburn, N. Y. Dept. BS-5 
GENTLEMEN: Please send me complete Fairy Form Catalogue 


Name.. 
Firm... 
Street... 
City... 








WHERE 
TO 
BUY 
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Guild to Hold Luncheon 
During Boston Show 


Boston, Mass.—Members of the Bos- 
ton Retail Shoe Guild at their regular 
monthly meeting, May 11, voted to hold 
a special luncheon meeting at the 
Parker House on June 6, the second 
day of the Boston Shoe Fair, and to 
invite any and all buyers and exhibi- 
tors who may care to attend. Plans 
made at the meeting include the selec- 
tion of a speaker for this special lunch- 
eon meeting and a committee was ap- 
pointed to arrange all details. 

It was also voted to recommend to 
the merchants of Boston that sales of 
white shoes be deferred until July 5 at 
the earliest. 

Discouraged by the slowness of high 
style colors and patterns to move this 
Spring, members welcomed with relief 
reports presented by those who at- 
tended the Shoe Fashion Guild show in 
New York where simpler types of shoes 
with plenty of comfort were stressed. 

Black, it is believed, will be the best 
selling color here next Fall, with brown 
running second, but far behind. At the 
present moment, at least, Boston mer- 
chants are showing little enthusiasm 


for green. 











Phil Cohen with 
Bourbeuse Shoe Co. 


Union, Mo.—Bourbeuse Shoe Com- 
pany recently announced another addi- 
tion to its sales staff, Phil Cohen of 
Dailas, Texas. Mr. Cohen has sold shoes 





PHIL COHEN 


in the southern states both as a sales- 
man and retailer, his last connection 
being with Carmo Shoe Company, 
which he represented for the past eight 
years. 

He has spent the past few weeks at 
the factory going over his new line, 
which he will carry in Texas, Louis- 
iana, Oklahoma and Arkansas, begin- 
ning May 10. 
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Broadway-Hollywood 
Opens New Department 


Hoititywoop, CALiIr.—The Broadway- 
Hollywood department store has just 
opened a new shoe department on their 
fourth floor, or “College Shop,” which 
is named the “Hollywood - Boulevard 
Shop.” Shoes carried are all at the one 
retail price of $5.00 and bear the copy- 
righted name of “Hollywood-Boule- 
vards.” As the name indicates, the 
shoes are all styled for the younger, 
smarter trade. This new department 
is managed by Frank N. Baker, who 
has managed the main women’s shoe- 
selling section here for the past seven 
years. 

















New Line of Sanitized 
Shoe Fabrics 


Boston, Mass.—The Pepperell Man- 
ufacturing Company announces that it 
is making available to the shoe trade 
its complete line of shoe fabrics with 
the Sanitized finish. 

This special finish, which the United 
States Process Corp. claims has im- 
portant characteristics that will appeal 
to consumers and the trade, is believed 
to be an extremely important selling 
feature for both men’s and women’s 
shoes. 

Fabrics will be available in this fin- 
ish at a cost slightly above regular 
prices. 

The current interest in the shoe trade 
in this new process, which the United 
States Process Corp. & Co. claims will 
lend antiseptic qualities to the fabric, 
should be a strong stimulus in the ac- 
tive promotion of shoes and tend to 
help manufacturers to build their vol- 
ume on a wide range of lines. 




















Designed for the Quality Consumer 





Edward Haan of Cole, Rood & Haan, Chicago, is showing currently this splendid 
example of bench shoemaking to his quality trade. 
manship in a handsewed, bench-made model; but that’s not all—judges of 
good shoemaking will note its carefully handstitched, handbutted seams. The 
shoe is made from natural Swiss Veal which has been stained down and care- 
fully boned up to a warm brown shade. Practically all the refinements possible 
to be put into a high grade shoe are exhibited in this blucher. It retails at 
$35.00. Its acceptance shows how American retailers are grading up. 
























It represents real crafts- 
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Obituaries 


John F. Houx 


MARSHALL, Mo.—John F. Houx, 74, 
for many years co-owner with his 
brother, Shelton D., of the Houx Bros. 
Shoe Store here, died at a local hospi- 
tal following an operation which he 
underwent a few weeks ago. 


JOHN F. HOUX 


Mr. Houx came to this town with 
his parents in 1871 at which time his 
father established a shoe store which 
was known as Philpot and Houx. At 
the age of 12, John Houx went to 
work for his father and was con- 
nected with the firm for 57 years. In 
1894 the business was taken over by 
John Houx and his brother, S. D. Houx. 
They continued the business until Au- 
gust, 1934, at which time they sold the 
firm to the present owners, the Bihr 
Shoe Store. 

Up to the time of the sale, the busi- 
ness was the oidest business firm in 
Marshall. 

In respect to Mr. Houx’s memory 
stores were closed during the time of 
the funeral services. 

Surviving him are Mrs. Houx; a 
son, George Marshall Houx of New 
York City; a daughter, Mrs. Howard 
Rusk of St. Louis; a sister, Mrs. C. P. 
Duncan of Shreveport, La.; five grand- 
children, Martha Eastin, Howard, Jr., 
and John Michael Rusk; John Edward 
and Oliver Marshall Houx. 


Nathaniel W. Barrows 


Boston, Mass.—Nathaniel W. Bar- 
rows, pioneer Brockton shoe manufac- 
turer who retired from active business 
life 35 years ago, died recently at the 
home of his nephew, Nathaniel A. Bar- 
rows, in Winthrop, Mass. Mr. Barrows 
was 84 years of age, and had been ill 
for some time. 





SHOES FIT 


Ml 


Ml 


TOA 


When you use 
the new 


Tue 
MEASURE 


It gets the right size the first time— 
quick as a flash! Salesmen who use 
it make fewer trips to stock—sell 
faster—have more time to serve more 
customers. 

The speed and accuracy of this scien- 
tific new measure create the cus- 
tomer’s important first impression that 
your salesman knows how to fit shoes 
well. Well fitted shoes contribute to 
customers’ health and comfort and 
win their loyal patronage. 











He was born in Middleboro, Mass., 
and was the son of Edward Nelson 
Barrows and Mrs. Serena Alden Bar- 
rows, the latter a descendant of John 
Alden. Active in Masonry, he was a 
32nd degree Mason and a member of 
St. George’s Lodge of Brockton; the 
Brockton Chapter of Scottish Rite, the 
Commandery and Aleppo Temple. 

He is survived, in addition to his 
newphew, by two sisters, Mrs. Julia 
E. Bennett of Springfield, Mass., and 
Mrs. Alfred Neal of Farmington Falls, 
Me. 

Funeral services were held Friday, 
May 12, at the Sampson funeral chapel 
in Brockton with burial in Middleboro. 


Fred M. Howell 


Gastonia, N. C.—Fred M. Howell, 
58, founder and operator of the Howell- 
Armstrong Shoe Company, here, died 
on Tuesday, May 9, following a sudden 
heart attack. A native of North Caro- 
lina, he had lived in Gastonia for the 
past 30 years. Prior to the establish- 
ment of his own company, he was con- 
nected with the Robinson Shoe Com- 
pany of Gastonia. 


Fred A. Zorn 


BurraLo, N. Y.—Fred A. Zorn, 68 
years of age, vice-president of the 
Wilbur Coon Shoe Company of Roches- 
ter, N. Y., died at his home in this city, 


The only foot measure made and sold by the inventor of the Heel-to-Ball Fitting System. 
Send your order or write for more details. $8.50 each; two for $15. 








rart OAL, SOCKET wa Ser 
5 star features of the T-SQUARE 
FOOT MEASURE: 


*% T-square construction for precision, 

*% Measures length from heel to ball 
and from heel to toe. 

*% The spring tape measures depth at 
the ball of the foot and automati- 
cally gives the correct width. 

*% Does double duty—it can measure 
both feet at the same time. 


*% Easier to use. The “T”’ Square 
goes around the foot, not under it. 





MARBRIDGE BUILDING 


CHARLES HENRY BROWN E& SON, INC. 47 west asst, new vork city 


May 9, after an illness of four months. 
Mr. Zorn was born in Buffalo and edu- 
cated at St. Louis school. After grad- 
uation, he entered the shoe business 
and 30 years ago became associated 
with the Wilbur Coon company as a 
salesman. Ten years ago he became 
vice-president, a position he held at the 
time of his death. 

He was an active member of the 
Holy Name Society of St. Rose of Lima 
church and well-known among retailers 
He is survived by his wife and a son. 
Victor H. Zorn. 





Modern Location Improves 


Business 


KANSAS CiTy, Mo. — The Arnold 
Glove Grip Stetson Shoe Stere, now 
well established in its new location at 
224 East 11th Street, this city, reports 
a very satisfactory increase in busi- 
ness which is due in great part to the 
improved corner location and to its 
new, modern interior furnishings and 
equipment. 

This store, a pioneer in the sale of 
corrective shoes in this city, was started 
15 years ago at 1018 McGee Street by 
W. M. Brown, who was the active head 
of the business until his death last 
month. The business is now being ca- 
pably conducted by Mrs. Brown with 
Mr. Graves who was the first employee 
of the company. 











is the keynote 
a of the 


20'* ANNUAL 


BOSTON 
SHOE FAIR 


JUNE 5-6-7-8 


A strictly business-like show where 
shoemten can concentrate on the prob- 
lems of price, pattern and _ policy 
without distraction . . . examine and 
compare the greatest number of lines 
ever assembled at a summer show. 


COME—golf on opening day as a guest 
of the Boston Boot and Shoe Club. 


COME .... plan and buy your Fall and 
Winter footwear . . . enjoy a real 
New England vacation . . . see the 
World’s Fair on your return trip. 
We urge that you 
make your Sleep- 


ing room reserva- 
tions now. 









NEW ENGLAND 
SHOE and LEATHER 
ASSOCIATION 


210 LINCOLN ST. 
BOSTON MASS. &} 





* 
HOTEL 


STATLER 
AND 


PARKER HOUSE 
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WORLD FAMOUS 


ENGLISH SHOES 


Manfiad 


OF NORTHAMTON 


NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 











Full Wing Ti : 

a, See mem Stocked in 
ou 

the famous 119 eee 
Last—British Tan & B—7-12 
Calf. No. 9298. 4 C—6-12 


D—6-12 


Write For Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


325 ARCH ST. PHILADELPHIA, PENNA. 














TALKING WINDOWS START THE SALE 


For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 
Aquamarine, yellow, 











on white. 
Any assortment J 
of price tags: 
6 Doz. $1.10 
12 “ $2.00 








Samples on request to show you 
_ how they effectively give you a new 


eolor trim each month. 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 
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Plans Completed for 
Pacific Northwest Show 


SEATTLE, WASH.—Seasonal buying of 
hundreds of retailers from five states, 
British Columbia and Alaska will be 
concentrated here May 28-31, the dates 
of the 12th annual Pacific Northwest 
Shoe Retailers’ Association convention. 

While principal interest during the 
four-day session will be upon the dis- 
plays of more than 100 lines, conven- 
tion plans provide for style discussions 
by national authorities and the ex- 
change of detailed shoe trade develop- 
ments. 

Except for minor details, convention 
plans are now ready, declares Norman 
J. Klasgye, Seattle, association presi- 
dent. Esther Lyman, noted stylist and 
merchandise editor of Harper’s Bazaar, 
will be a featured speaker at the main 
luncheon Monday, May 29, when she 
will discuss fashion from the consum- 
er’s viewpoint. 

Lee E. Langston, executive vice- 
president of the National Shoe Retail- 
ers’ Association, will be an important 
convention speaker, as will William J. 
Ahern, veteran leader of the California 
association. 

Registrations are coming from re- 
tailers in Washington, Oregon, Idaho, 
Montana, Wyoming, British Columbia 
and Alaska. In addition to registra- 
tions on Sunday, May 28, that day’s 
program calls for a morning meeting 
of the Pacific Northwest Shoe Trav- 
elers’ Association; an afternoon ses- 
sion of the board of directors of the 
retailers’ group; an informal dinner at 
the Gowman Hotel for retailers under 
the sponsorship of the shoe travelers, 
and a ladies’ cocktail hour at the May- 
flower Hotel. 

Convention emphasis will, however, 
be centered about the Olympic Hotel, 
where nearly three full floors will be 
set aside for shoe display rooms. Be- 
cause the convention offers the year’s 
principal buying opportunity for hun- 
dreds of retailers in this section, who 
are unable to attend eastern shows, 
each day of the convention has several 
hours set aside exclusively for inspec- 
tion and ordering of new lines. 

The main luncheon will spot-light 
Monday’s program. Tuesday’s schedule 
calls for a noon business meeting of 
the Pacific Northwest Shoe Retailers’ 
Association and, at 7.00 P. M., a din- 
ner-dance in the Olympic’s Spanish 
Ballroom. The morning of the final 
day, Wednesday, will be devoted to 
buying, while a golf tournament has 
been provided for the afternoon. 

Factory men are manifesting espe- 
cially keen interest in this year’s show, 
according to the committee. Advance 
registrations for display space indi- 
eate that retailers will be afforded 
unusual opportunity for a thorough 
inspection of leading lines. 

Cooperating actively with the dis- 
trict association is the Seattle Shoe 
Retailers’ Association, headed this year 
by Andy Kopriva. 








Smarter 


because 


@ Puts a tripie ‘sales 
in the shoes you sell! 


STA-TITE 


in appearance... 


More Rubber 


to walk on... 


STA-TITE'S patented wire mesh moulded 
into heel base eliminates washers half- 
way through . . . gives more live rubber 
for greater resilience and comfort .. . 
does away with unsightly, dirt-catching 
nail holes, STA-TITE is a better, tighter- 
fitting, longer-wearing heel—and that 


nch' 


_ er 


PANTHER-PANCO CO. — CHELSEA, MASS. 

















Officers of the Pacific Northwest 
group, in addition to President Klasgye, 
are: vice-president, Joseph P. Kohls, 
Yakima, Washington; treasurer, Frank 
Slasor, Seattle, and secretary, Elmer 
Nordstrom, Seattle. 

Morris F. Cronkhite, Seattle, is 
chairman of the board, while other 
board members include C. J. Pes- 
semier, Tacoma; I. A. McDowell, Al- 
bany, Oregon; Ward B. Brazelton, 
Portland; D. H. McAllister, Portland; 
Arthur Schulein, Spokane; A. C. 
Harbke, Tacoma; A. Y. Drain, Seat- 
tle; Otto Warn, Spokane; Ralph Mah- 
burn, Lewiston, Idaho, and Car! Miller, 
Portland. 


Canadian Retailers to Meet 
In November 


MONTREAL, CANADA—The convention 
and exhibition of the National Shoe Re- 
tailers’ Association of Canada will be 
held here in November, it was an- 
nounced at a meeting of the shoe mer- 
chants’ section of the Retail Merchants’ 
Association. Eugene Corbeil, president 
of the section, was in the chair and 
asked the full cooperation of members 
to assure the success of the convention. 

The importance of studying the prac- 
ticing selling methods was stressed to 
the meeting by Raoul Daigneault, tech- 
nical adviser of the Retail Merchants’ 
Association. Mr. Daigneault enumer- 
ated many faults committed by sales- 


men and described methods of increas- 
ing sales to assure continued good 
business. 

Rosasio Messier, general secretary of 
the parent association, also spoke, em 
phasizing the benefits resulting from 
strong organizations. 


Stone Shoe Co. Branches Out 


VENTURA, CALIF.—The first branch 
in a projected program of the Stone 
Shoe Co., whose home office is at Long 
Beach, Calif., has been opened here. 
This is a moderate-priced family type 
shoe store. Fred Buell is the local man- 


ager, while Louis L. Gilman is the 
proprietor. For many years, Mr. Gil- 
man was associated with the Olcovitch 
Shoe Co. of Los Angeles, and had the 
overseeing of the several stores in this 
chain. 


Bek Store Opened 


BEAUMONT, TexaS—The formal open- 
ing of the Bek Shoe Store, this city's 
newest exclusive shoe store, was held, 
recently. The interior is in modernistic 
bird’s-eye maple, the color scheme being 
beige and rust. 

The owners, Harry Goldstein and 
Ben Goldstein, have had years of high- 
grade shoe experience. Each, until re- 
cently, was manager of large stores 
in Houston, and before that they were 
located in Beaumont. 
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SALESMEN WANTED 


FOR SALE 








SALESMEN WANTED 


Texas-Georgia and Florida-Wisconsin. Re- 

quire men now traveling these territories to 

sell established, nationally known fast styled 

In-Stock Women's a Footwear retailing 

at $2.00, $3.00, $4.00 

Address No. 200 ows care BOOT £s SHOE apeqnece 
239 West 39th Street, New York, N 











WANTED Salesman now visiting Southern 
Volume accounts to carry a well known line 
of ww in all size ranges and to 
in connection with his present line. 
Established following essential. Address $239, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


OR New England States, also Pennsylvania 
and New Y State. Established nationally 
known juvenile and growing girls’ welts includ- 
as strong corrective line. Over 100 stock 
. Commission paid weekly. Applications 
confidential. Give references and all informa- 
tion in first letter. Address $255, care Boot 
& > Recorder, 209 South State St., Chi- 
cago, f 


SALESMAN ted with 
ing volume and retail accounts to repre- 
sent manufacturer of women’s hard sole slip- 
pers. West and mid-west territories open. 
Commission basis. P. O. Box 149, South Nor- 
walk, Conn. 


W ANTED—Salesmen to carry as sideline, 
men’s locker and beach sandals. Write 
stating testers covered. Address $252, care 
Boot & lccorder, 239 West 39th Street, 
New York, N. 








tablished follow- 











WANTED TO PURCHASE 


LARGE RESPONSIBLE SHOE MANUFAC 
DEMARE son TO FILL GROWING 





ITS PROD ucr INTER. 

Four ni SECURING CONTROL OF FAC 
RY IN NEW EN MAKIN : x 
LADIES’ SHOES ON CEMENT PR S 
BUYING O GHT OR AFFILIATING 
Y, PLEASE REPLY STAT. 





HOE Store, doing upward of $30,000. Give 

full information in first letter. Address 
£256, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








HELP WANTED 
EXPERIENCED advertising manager for pro- 
gressive shoe chain, also take By - of 
personnel and supervise Saplave clas 
pd for right party. Write fall” pen particu’ 
2, care of & Shoe 


Boot 
239 West 39th Street, New York City. 


FE, XCEPTIONAL shoe collection. Rare shoes 

from the most remote places on the earth, 
ge 100 pairs. Floyd G. Frederick, Souderton, 
a. 





S UCCESSFUL modern orthopedic shoe store 
established ten years in city over 30,000 
located in Oklahoma. Opportunity for ‘live 
man to derive good income. Other interests 
reason for selling. Will require $6,000 cash. 
Good honest business, pay you to investigate. 
Address $249, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


For SALE—A beautiful new shoe salon carry- 

ing nationally advertised shoes in the Twin 
Cities. An excellent opportunity for the right 
man. Will require $2,500 cash. Address $251, 
care Boot & Shoe Recorder, 239 West 39th 
Street. New York, N. Y. 
FOR Sale, shoe and notion store on Cape Cod. 

Large summer resort and permanent popula- 
tion. Successful for over 25 years, Owner 
deceased. Price $4,000. Reasonable rental in 
theatre block. Address Ethel D. Schroeder. 
Onset, Mass. 

OR SALE—Manufacturing business, men’s 

and women’s turn slippers, suitable for de- 
partment store trade. Established eighteen 
years. Death of owner reason for sale. Roth 
Shoe Company, 203 Cuthbert Street, Philadel- 
phia, Pa. 

ORRECTIVE Shoe Store, midtown Man- 

hattan, good following plus good prospects to 

increase volume. Must sell because of ~* 
reasonable. Address $254, care of 
Shoe Recorder, 239 West 39th Street. New 
York, N. Y. 











POSITION W. WANTED 


5th AVE. SALESMAN. CAPABLE MAN 
AGER and stylist. 10 years’ experience 
Age 28 years. Address $257, care Boot & Shoe 
le 239 West 39th Street, New York, 








OR the past three years I have been almost 

a self-sufficient “one man advertising depart- 
ment.” With the single exception of magazine 
copy which our agency has handled, I have been 
personally responsible for all of a prominent 
shoe factory’s geo ee This includes both 
the factory and retail in. I have planned, 
written ans roduced all advertising printing 
(catalogs, booklets, folders, broadsides, etc.) as 
well as "inten and interior display material. 
All newspaper advertising, both for our dealers 
and our retail chain, has been my work from 
layout and copy through production. In the case 
of our own shops I have planned all newspaper 
schedules. Since we operate a number of shops 
and leased departments in clothing, shoe and 
department stores, this has given me a rather 
extensive knowledge of retail operations. While 
advertising has been my special field, I feel I 
know the shoe business pretty thoroughly. I 
was a year in the factory learning something 
of shoemaking, and served apprenticeships in 
the credit department, on the retail selling floor, 
in the In-Stock department and in stock-control 
work. I have worked in close tion with 
the sales department while advertising manager, 
and much of what is ordinarily called sales- 
promotion has been a part of my job. I am 
under 30, college graduate, one son. I am 
ready to go—make me an offer. Address $253, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








~ LINE WANTED 


MERCHANTS’ NEEDS 








ANTED line instock popular price house 

slippers for Middle Tenn. on straight com- 
mission basis. Address $250, care Boot & 
ee 239 West 39th Street, New York, 


|MPORTED DUTCH WOODEN SHOES 
(CLOGS). All sizes, plain, decorated. Im- 
mediate deliveries. Krueger and Vom Stein, 
Huntington Station, New York 

















Joins Davidson Staff 


Detroir, Mich.—Edward Brown- 
stein, for several years manager of 
Bedell’s shoe department, Detroit, has 
joined the staff of Davidson Bros., 
Sioux City, Ia., as buyer. 


WANTED TO PURCHASE 








WE BUY AND SELL 
Shoe Manufacturers’ stocks ladies’ 
Na grade tamploe and Jobe” for domestie and 
j= trade. Also exclusive jobbers of Shermode- 
a. , os ops = shoes. Personal 


MATT AMROSE & SONS 
“All types shoes for all types promotions” 
112-114 Cortland Ave. Syracuse, N. Y. 











Buyers of Surplus Stocks 


We will surplus er entire stocks ef shess 
wen - jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5378 

















address should be counted. 


The rate for all display classified 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


Uhe rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified 

When a box number is desired twelve words should be added for the address. In all other cases each word of the 
classified advertisements is $5.00 an inch with a maximum of 46 words. 


SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “™® 


ents the rate is 7 cents per word. 


Minimum charge, $1.25. 
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WANTED TO PURCHASE 





FOR LEASE 


MERCHANTS’ NEEDS 








SHOE STOCKS BOUGHT 


Complete or Pari 
Wholesale or Retail 
BARIS SHOE COMPANY, inc. 
1) READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 


MEN'S-BOYS' SHOE DEPT. 


Available space two separate floors for Men's 
and Boys’ shoe department—popular priced 
footwear, permanent window space, ,immedi- 
ate possession, centrally located. Established 
Men's and Boys’ Clothiers for 20 years 

Consideration given only responsible parties 
operating chain shoe ,~ A Write for 
interview to THE HUB, Hazteton, 

nna. 

















—— BUY 
Wholesale and Haetail 
vanded Shoes such as 
pk + pune, —— Vital- 
owlean B Stetson, Red’ Onsen, Nose Bush, Bte. 
avin RUBIN 
“The House of Jobe” 
so meat. fe Cor. Ohu 
Phone Barclay 7-7! New Yok City 














MERCHANTS’ NEEDS 








INTRODUCING FLEXLITE 


THE NEW STREAMLINED SHOE ARCH 


b % d 

Stop Those Lost Sales! Make Your Shoes Fit in 

the Arch with Our Molded Shoe Arches. Fiexlites 

are made of flexible leather Tops with Cellular 

Rubber Bodies and Come in Styles Pri from 

= 95 to $6.00. ig i. Without Charge 
to Buyers of Well Rated F 


VOSBURG FOOT APPLIANCE co. 
AUSTIN, TEXAS 
Manufacturers of Quality Insoles and Arch Supports 











IITA IIE 

e Re- Shaping Devices 
bat Alter Shoes to Fit 
7 Abnormal Feet 








Successful White Promotion 


Los ANGELES, CALIF.—A better-than- 
normal white season is being experi- 
enced by The May Co. To sell white 
shoes, one must have whites, promote 
whites and enthuse the sales organiza- 
tion to sell them, is the motif behind 
Shoe Buyer Joseph H. Ferguson. A 
battery of six windows, representing 
the various brands carried, all featured 
the all-white or the white-trimmed 
footwear. Window cards were instru- 
mental in driving home the thought 
that white accessories and shoes are 
essential for Summer. A typical card 
read, “Summer rides in on great Bil- 
lows of White. Spray your costume 
with white accessories.” 


Predicts Marked Improvement 


In Fall Business 


St...Louis, Mo.— Marked improve- 
ment 4n the shoe business next Fall was 
predieted by John A. Bush, president 
of the Brown Shoe Company of St. 
Louis, in a speech before salesmen of 
the United Men’s Division of the con- 
cern, recently, during their semi-annual 
sales meeting at Hotel Coronado. 

Mr. Bush saw the Fall season as a 
favorite time for salesmen, “since in- 
ventories are low and manufacturers 
are doing their utmost to keep prices 
at their present low levels.” 

“In spite of unsettled conditions at 
home and abroad,” he declared, “hide 
and leather prices remain steady, indi- 
cating no very bad reaction from these 
conditions. Shoes are priced just as 
low as possible; although they should 
be selling considerably higher. Be- 
cause of this situation, 1939 is a sales- 
men’s year, and I expect to see a de- 
cided up-spiral in sales for the Fall.” 

Style in men’s shoes was the keynote 
of various merchandise meetings. Mer- 
chandise managers and stylists pointed 
out that men are giving more attention 
to style—in shoes as well as other parts 
of their dress—than at any time during 
the last quarter century. 

Other speakers included Clark R. 
Gamble, vice-president of the company 
in charge of sales, W. H. Ogden, gen- 
eral sales manager of the United Men’s 
Division, and A. G. White, advertising 
manager. 

At this meeting, the United Men’s 
Division unveiled to the sales organi- 
zation the new Fall line and the Fall 
advertising program. 

The highlights of the convention 
were the MECHANICAL MODEL, an 
entirely new idea in displaying new 
patterns to the salesmen, and the un- 
folding of the ROBLEE advertising 
campaign by the Leo Burnett Company 
of Chicago. 

The Roblee line was presented by 
Archie Mudge, who stressed the impor- 
tance of brogue-type patterns and an- 
tique effects in leathers. Louis Lyda 
presented the Jolly Stride and Bedford 
Square lines, and the boys’ program 
(Official Scout, Buster Brown and 
Robin Hood) was presented by A. G. 
Schmid. 

W. H. Ogden, head of the Sales De- 
partment, announced the addition of 
seven new men to the sales force: 

A. G. Flood will cover Maine, New 
Hampshire and the eastern part of 
Massachusetts. Mr. Flood formerly 


PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with. 
out harm. 


$12.50 


Curved type tren 
Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
indiana. 


Fastern Representative: Charles Henry Brews 
& Son, Marbridge Bidg., New York City. 


Send your order or write for detail informatics 


E. C. SMELTZER CO. 


121 K. Gist Street, Indianapolis, ind. 





No Mis-Mates with Mate Marks 
2450 2450 2450 





represented Florsheim in this portion 
of New England. 

C. A. Thurston, former buyer of 
men’s shoes at George Muse Clothing 
Company in Atlanta, and F. W. Dabney 
& Company in Richmond, will travel 
Virginia with headquarters in Rich- 
mond. 

D. S. Josephson, well known to the 
volume trade on the Atlantic seaboard, 
will cover New Jersey. 

G. R. Pletz, formerly divisional sales 
manager of Weinbrenner Shoe Com- 
pany, will cover southern Illinois. 

Claud Hamrick, who for many years 
has traveled East Texas, will take over 
the Dallas and Fort Worth territory. 

C. Gordon Robinson will cover the 
eastern portion of West Virginia with 
headquarters in Huntington. 

Marshall Walker, who has long been 
identified with high-grade men’s shoes 
in the Southeast, will cover the eastern 
portion of North ‘Carolina, with head- 
quarters in Charlotte. 





